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1.1. Motivation 
Academics in the field of marketing have been interested in understanding individual 
contributions to larger societal goals for over forty years (Fisk, 1973, 1974; Henion, 1976). 
For marketing scholars, a focus on societal problems has become an instrumental part of the 
research field (Prothero, Dobscha, Freund, Kilbourne, Luchs, Ozanne & Thøgersen, 2011) 
with research on investigating donations, responsible consumption and environmental 
engagement. The increase can be ascribed to the academic commitment to study major 
societal problems such as poverty or environmental degradation (Kotler, 2011). Much of this 
research addresses why people have different responses when faced with societal issues. Early 
studies put a focus on segmenting “environmentalists” or “pro-social consumers” (Balderjahn, 
1988; Straughan & Roberts, 1999). These studies have provided important contributions to 
understanding the characteristics of people willing to engage in solving societal goals.  
Interest in understanding the drivers of individual contributions to societal goals is of 
global concern. Potential new audiences for pro-social and pro-environmental messages are 
being considered and therefore are also being researched more in academia (Morren & 
Grinstein, 2016; Vicente-Molina, Fernandez-Sainz & Izagirre-Olaizola, 2013; Zhao, Gao, 
Wu, Wang & Zu, 2014). Soyez (2012) compared attitudes towards organic foods in different 
national contexts and found that a value orientation focusing on nature drives positive 
attitudes towards organic food in individualistic countries but not in collectivistic countries. 
The Netherlands forms a particularly interesting context to study individual 
contributions because the markets are well established and individuals are able to engage in 
many different activities. In 2015, 59% of the population is thought to have donated money to 
Chapter I. Introduction 
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a non-profit organization in that year and another 4% had volunteered (Goede Doelen 
Nederland, 2016). Food consumption is another area in which people can make individual 
contributions. In the Netherlands, there has been a stark and lasting increase in the purchase of 
environmentally sustainable – green – food products. The market share of organic foods was 
2.7% in 2014. In 1990 this was 1.4% (Compendium voor de Leefomgeving, 2016).  
The question is then whether these actions have anything in common. I put forward 
two core arguments why it is important to unify research on individual actions to societal 
goals. First, people who engage in pro-environmental behaviour are also more likely to 
engage in pro-social activities (Kaiser & Byrka, 2011). There are two mechanisms at play 
shaping the set of actions a person engages in. On the one hand, there is competition between 
activities as the same motivation can instigate different behaviours (Mazar & Zhong, 2010; 
Tiefenbeck, Staake, Roth & Sachs, 2013). This implies a limited amount of effort a person 
will allocate to the individual actions and these actions are thus in competition with each 
other. On the other hand, individual contributions to societal goals could be seen as a “ladder” 
(Margetts & Kashima, 2017; Thøgersen, 1999; Thøgersen & Ölander, 2003). Here, the actions 
are considered to be part of a trajectory where people climb a ladder of engagement. They 
start with small contributions that require little resources and move upward from there. In this 
perspective, actions are not negatively related to each other but the engagement with one 
action stimulates the engagement with other actions. Research on the full set of activities (i.e. 
a focus on one domain of engagement or one single activity) would thus allow to see the 
manner in which individuals decide to engage in societal goals in relation to each other.  
The second argument is that societal goals are interlinked and cover both social as 
well as environmental domains. The distinction between these two is that the social domain 
addresses the betterment of people other than oneself and the second domain addresses goals 
of protecting nature, animals and the planet (De Groot & Steg, 2008). From the perspective of 
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the consumer, environmental and social goals are interlinked (van Dam & van Trijp, 2011). 
Summarizing, the separate activities are part of a larger set shaping one’s individual 
contribution to societal goals. In this research, I will take different approaches to explore the 
relations between individual contributions to societal goals. Following the motivation for this 
thesis, the next section introduces the theoretical background of the two core concepts, which 
are societal goals and individual contributions.  
1.2. Theoretical background 
1.2.1. Societal goals 
The main distinction in societal goals is between a focus on nature and a focus on 
people. Environmental societal goals refer to a concern for nature and animals as a motive for 
behaviour. Social goals focus on the care for unknown others. This resembles the value type 
universalism (Schwartz, 1992), which constitutes as “Understanding, appreciation, tolerance, 
and protection for the welfare of all people and for nature” (Schwartz, 1992 p.12). This value 
type has been further investigated in the development of specific value instruments for 
societal goals (e.g., De Groot & Steg, 2008). The social and environmental elements are 
similar in being abstract goals focusing on aspects outside the self (Schwartz, 1992), yet they 
are distinct from each other (Schwartz, Butenko, Sedova & Lipatova, 2012).  
1.2.2. Individual contributions  
 Several scholars have previously discussed individual contributions to societal goals. 
Most notably, Stern (2000) puts forward the difference between an impact-orientation and an 
intent-orientation when it comes to defining individual contributions. The impact-orientation 
defines individual contributions by the objective outcomes they have for societal goals as 
determined by independent research. The intent-oriented definition solely considers the 
personal intent of the individual in making a contribution. This means that individual 
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contributions are defined as an intentional activity in support of reaching a societal goal. For 
example, participating in WWF Earth Hour would be considered as an individual contribution 
because people engage in it intentionally. The actual impact of this participation is not 
relevant to this definition. This thesis will continue with the intent-oriented definition of 
individual contributions because this definition is most relevant in relation to individual 
motivations that drive engagement. 
1.2.3. Connecting individual actions to societal goal 
Individual contributions to societal goals provide interesting research challenges that 
motivate this thesis. I will take different approaches to address challenges specific to this field 
of research. These challenges can be described as (1) the inherent abstractness of societal 
goals and (2) the complexity of choices that can be made by individuals when engaging in 
individual actions to make a contribution to those goals.  
Abstractness. Societal goals, both environmental as well as social, are abstract in 
nature. The abstract nature could be formulated in terms of the geographical or temporal 
distance between an individual contribution and the related societal goal (Spence, Poortinga & 
Spineon, 2012; Wakslak, Trope, Liberman & Alony, 2006). Examples are the invisibility of 
people benefitting from a charitable donation or the delayed outcomes of engaging in a waste 
recycling program. People engaging in individual contributions can often only make an 
estimation of what the societal goal is and how important they consider that goal. This 
inherent abstractness influences the motivation to engage in any type of action.  
Complexity. Furthermore, different actions can contribute to the same goal, making the 
relation between actions and their goals highly complex. For example, environmental goals 
can be attained with a number of different actions. Individuals thus make choices when they 
consider a contribution to societal goals. In addition, people make different choices depending 
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on their personal characteristics, such as their concerns and values. These characteristics can 
relate to the different money and time resources people have (Bryant, Jeon-Slaughter, Kang & 
Tax, 2003). Moreover, when a person is not aware of a problem, he or she cannot make an 
intentional contribution (Nordlund & Garvill, 2003). Contributing intentionally to a specific 
goal requires the attribution of contribution to reaching that goal (Van Zomeren, Saguy & 
Schellhaas, 2013).  
Research on individual contributions to societal goals thus needs to deal with the 
inherent abstractness and complexity of the research field. This influences marketing research 
in terms of the conceptualization of research, the operationalization of measurement tools and 
the managerial contributions that can be offered.  
First, scholars make different conceptualization choices when they start to research 
any individual contribution to a societal goal. These choices provide an insight into the 
theoretical approach of researchers in this field. Second, empirical studies also need to 
consider how the complex relation between individual contributions and societal goals 
influences the operationalization of concepts in environmental psychology in measurement 
tools. These measurement tools require self-reports of respondents. The challenge of 
measurement from self-reports is thus a second theme that deserves attention. Third, strategic 
marketing research needs to address the abstractness of societal goals consumers face when 
making a contribution. For example, when consumers want to make a charitable donation, 
they make both a decision to contribute to a societal goal and choose a non-profit organization 
that deserves their donation. This thus is an inherently complex relation between the 
individual contribution and the societal goal that influences the consumer decision-making. 
The next section outlines the manner in which I will address these issues in this thesis. 
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1.3. Thesis outline and research approach 
I will present three distinct essays. Each essay takes a particular approach to shed light 
on one aspect of the abstract and complex nature of individual contributions to societal goals 
in their own way. The essays are thus related in theme but all have a unique perspective. 
Table 1.1 provides an overview of how the essays of this thesis relate individual contributions 
to societal goals.  
 
Table 1.1. Overview of chapters 
 Societal goals Individual 
contributions 
Aim 
Essay 1 Social and 
environmental goals 
Categorization of 
individual contributions 
of societal goals 
Mapping individual 
contributions 
utilized in 
academic 
marketing studies. 
Essay 2 Environmental goal Three categories of 
individual 
contributions: 
(1) Energy 
reduction 
(2) Consumption 
(3) Political action 
Operationalizing a 
measure of 
participative 
efficacy for three 
categories of 
individual 
contributions to 
societal goals.  
Essay 3 Social and 
environmental goals of 
different non-profit 
organizations 
Donations to non-profit 
organizations 
Testing relations 
between values and 
donations to 
specific non-profit 
organizations. 
 
The first essay is a structured literature review that maps the conceptualization choices 
of marketing literature regarding sustainable consumption in the period 1992-2014. The aim 
of this essay is to provide insights into the way previous marketing researchers have been 
conceptualizing sustainable consumption. It looks at both the full range of societal goals 
scholars have considered in their research as well as the categorization of individual 
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contributions to these societal goals. To map the literature, I select 270 peer-reviewed 
empirical journal articles from within the field of marketing and review the conceptualization 
choices made in these articles. The analysis reveals four distinct conceptual frames that 
structure the current empirical literature in marketing with regard to sustainable consumption.  
The second essay is an empirical study that operationalizes the measurement of 
participative efficacy. The contribution of this essay is methodological. I draw upon the 
notion that there are several categories of individual contributions people can make to support 
societal goals. I focus on environmental goals and look at the categories: (1) energy reduction; 
(2) pro-environmental purchases; and (3) environmental activism. The aim of this essay is to 
explore the usefulness of anchoring vignettes (King, 2004) for the measurement of self-
reported participative efficacy. Participative efficacy is the degree to which a person considers 
his or her own actions to be a contribution to reaching a societal goal. The complex relation 
between individual contribution and societal goal problematizes self-reported measures of 
participative efficacy. Anchoring vignettes are used in other fields to solve similar 
methodological issues. An exploration of their use for environmental participative efficacy is 
thus warranted. 
The third essay is an empirical study in which I research values in relation to 
donations to specific non-profit organizations (NPOs). This essay takes a strategic marketing 
approach to researching donation behaviour. Donations to non-profit are a widely known and 
important way in which individuals can contribute to a societal goal of their own choosing 
(Reed et al., 2007; Stride, 2006). NPOs can attract donors by appealing to the values they find 
important. I draw upon the full values circumplex as developed and established by Schwartz 
(1992) and I put forward a two-stage model to review the relationship between NPO value 
congruence (between specific NPOs and individuals) and donations to these specific NPOs.  
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The NPO decision is considered to be a two-stage process and values are relevant to 
both of these stages. In the first stage, I consider the choice to engage in the act of donating to 
any organization and relate that to the Schwartz value universalism. The second stage of the 
donation process is the donation to a specific NPO. In this stage, I consider the NPO value 
congruence between the individual and the organization. I develop an instrument that enables 
me to measure values for the individual and the NPO; these are NPO values in the sequel of 
the thesis. For data collection, GfK Dongen enabled me to use several of their large nationally 
representative consumer panels. I develop surveys on donation behaviour at the level of 
specific NPOs to test the hypotheses for both stages of the donation process.  
In the final chapter I draw conclusions based on the findings of the three essays put 
forward in this thesis. Next, I discuss future avenues of research on individual contributions to 
societal goals. Here, I also consider the implications for practice and limitations. I cooperated 
on the essays with several authors and will therefore continue with the use of first-person 
plural ("we") in the following three chapters. 
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ABSTRACT 
Sustainable consumption is a prominent topic within the sustainable development debate. To 
map the different conceptualizations of the complex construct of sustainable consumption, 
we employ a structured literature review of 270 peer-reviewed empirical academic journal 
articles in marketing during the period 1992–2014 based on the conceptualization choices 
that are made in empirical marketing studies. Our analysis reveals four distinct conceptual 
frames that structure the current empirical literature in marketing with regard to 
sustainable consumption: (1) calling for sustainability in society, (2) awareness of power 
in the market, (3) letting people enjoy purchases and (4) making people feel responsible 
for their own impact. These four conceptual frames can serve as a tool for scholars to 
categorize novel empirical contributions to sustainable development.  
 
Keywords: Sustainable consumption, literature review, marketing theory, conceptualization, 
non-linear canonical correlation analysis 
Chapter II. Mapping sustainable 
consumption in marketing: four 
distinct frames shape our insights. 
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2.1. Introduction 
In 1992, the United Nations (UN) held the Conference on Environment and Development, 
which became a catalyst for sustainability projects throughout scientific institutions. With 
“ensuring sustainable consumption and production patterns” as a post-2015 UN sustainable 
development goal (Griggs, Stafford-Smith, Gaffney, Rockström, Öhman, Shyamsundar, 
Steffen, Glaser, Kanie & Noble, 2013), consumption is recognized as an important factor in 
the transition to sustainability. There are many different ways to conceptualize what 
sustainable consumption actually is (International Council for Science, 2015), which makes it 
difficult to implement sustainable consumption policy goals. 
This dilemma is also reflected in academic debates. Sustainable consumption appears 
within different streams of the academic marketing discipline (Gordon, Carrigan & Hastings, 
2011) and is widely acknowledged as a focal issue for research (Huang & Rust, 2011; 
McDonagh & Prothero, 2014; Peattie & Peattie, 2009; Prothero, Dobscha, Freund, Kilbourne, 
Luchs, Ozanne & Thøgersen, 2011). Despite its importance, a comprehensive overview of 
how the different streams utilize the term “sustainable consumption” in their studies is 
missing. The aim of the current research is to provide a mapping of the way sustainable 
consumption has been conceptualized in empirical marketing literature in the past decades. To 
achieve this aim, we employ a systematic literature review. Summarizing and integrating the 
literature in this way helps to provide clarity on current research and provides opportunities in 
identifying future research priorities (MacInnis, 2011). 
This study advances the insights marketing literature has gleaned on sustainability in 
two major ways. First, our particular focus is on research that examines behaviour of the 
general public. We provide a focused account of academic conceptualization choices of 
individual behaviour in support of sustainability goals based on existing literature. With this 
focus, we build on the work of previous scholars who have reviewed the developments of 
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sustainability debates in the marketing domain (Chabowski, Mena & Gonzalez-Padron, 2011). 
Second, we use an approach that combines qualitative and quantitative analyses in a review of 
the current empirical literature on sustainability. Our results reveal four different conceptual 
frames that shape the different perspectives on what the sustainable consumption concept 
entails.  
The chapter proceeds as follows: First, we introduce three conceptualization choices 
that form the basis of sustainable consumption. These three choices constitute the core 
framework and guide our mapping of the empirical journal articles. Second, we explain the 
selection process for the relevant empirical literature and the chosen analysis procedures. 
Third, we discuss and visualize the results based on a mapping of 270 empirical journal 
articles and put forward the conceptual choices in sustainable consumption.  
2.2. Theoretical foundations 
“Sustainable consumption” is an umbrella term that encompasses a wide range of 
issues and activities (Schaefer & Crane, 2005). As a result, many different conceptualizations 
of sustainable consumption appear in the marketing literature (Peattie & Collins, 2009). 
Which consumption activities are sustainable and which sustainable activities are of a 
consumptive nature, is not always self-evident. There are many different paths to 
transforming consumption activities towards sustainability. Moreover, the consumption 
activities to focus on are also numerous and divers. 
In any empirical study on sustainable consumption scholars need to deal with these 
ambiguities. As a simple solution, scholars could choose a matter-of-fact and measurable 
definition, such as ecological footprint or earth share (Peattie & Collins, 2009). However, two 
main problems arise when adhering to such simple and measurable conceptualizations. First, 
one would overlook the social element that is part of sustainability. For example, fair-trade 
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consumption has become an eminent part of the sustainable consumption domain without 
being linked to a person’s impact on the environment (Van Marrewijk, 2003). Second, one 
would neglect actions that do not directly reduce negative impacts of consumers, such as 
donations to non-profits (Spaargaren, 2003). Therefore, an attentive consideration of different 
conceptualization choices for sustainable consumption is needed. 
In line with the sustainable consumption research agenda (Huang & Rust, 2011; 
McDonagh & Prothero 2014; Spaargaren, 2003), we address conceptual choices that involve: 
(1) focal domains within sustainability, (2) the drivers of change toward sustainable 
consumption, and (3) the types of sustainable consumption behaviour. We next discuss the 
details regarding each of these three conceptualization choices.  
2.2.1. Focal domains within sustainability  
 Sustainability is a flexible term that can have different meanings depending on the 
context in which it is used (Spaargaren & Oosterveer, 2003). To set boundaries, we draw from 
literature on individual contributions to societal goals (Stern, et al. 1999). Here, a commonly 
used distinction is that between environmental and social sustainability domains (De Groot & 
Steg, 2007; Seuring & Müller, 2008; Sheth, Sethia & Srinivas, 2011). We refer to 
environmental sustainability as actions for which the beneficiary is the environment and 
animals, while social sustainability means the beneficiaries are unknown others.  
2.2.2. Individual and contextual drivers of change to more sustainability in consumption 
The second conceptualization choice we distinguish is the direction from which the 
change towards sustainability is expected to come. We follow Geels (2010) in his notion that 
there is a continuum of individual and contextual drivers of a person’s participation in 
sustainability-related activities. Both these drivers are considered important to shaping the 
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direction in which scholars look for sustainable consumption solutions (Mittelstaedt et al., 
2014).  
Scholars can consider a combination of individual and contextual drivers of change. 
For instance, scholars can research the way in which specific groups in society react to the 
implementation of waste recycling systems (Taylor & Todd, 1995). Reviewing the 
characteristics of active participants as well as the characteristics of the different recycling 
systems would be a combination of individual and contextual drivers of change. Thus both 
drivers can be seen as an integral part of conceptualizing sustainable consumption because 
they indicate where change towards sustainable development originates.  
The first driver we distinguish is the individual driver of sustainable consumption. 
Both individual focused value-belief-norm theory (Stern et al., 1999) and motivation–
opportunity–ability theory (Blumberg & Pringle, 1982) have made important contributions to 
the sustainability literature by explicating the causal process of individual motivators to 
engage in pro-social behaviours (Phipps et al., 2013). Moreover, the theory of planned 
behaviour has been highly informative in shaping the conceptualization of individual factors 
in sustainable consumption research (Vermeir & Verbeke, 2006). The literature on the 
individual as a driver identifies the demographic (e.g., age, gender, income) and 
psychographic (e.g., personal motivations, characteristics) profile of a sustainable consumer. 
Individual drivers of sustainable consumption conceptualize the change towards sustainable 
consumption to instigate within a person. 
With contextual drivers of change sustainability consumption is considered the result 
of changes in a person’s environment. A contextual driver could include the marketing system 
around a specific behaviour to determine how this behaviour can be changed to be sustainable 
(Holt, 2012). Contextual drivers can include persuasive messages, the influence of other 
people, or other instruments that “nudge” the environment (Reisch, Eberle & Lorek, 2010; 
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Thaler & Sunstein, 2008). All entities in a marketing system, such as taxes or cultural norms, 
can also be considered contextual drivers of sustainable consumption. 
2.2.3. Sustainable actions 
The third conceptualization choice we distinguish is that of consumer action, which is 
the performed element in the conceptualization of sustainable consumption (Warde, 2005). 
Sustainable consumption can be considered a dispersed practice, meaning that it becomes 
visible through a wide range of individual actions. As a result, scholars consider a wide range 
of individual actions under the umbrella of sustainable consumption research and it is up to 
the scholar to decide if she only wants to consider one action or review a set of actions.  
Taking into account the various conceptualizations of sustainable consumption 
scholars use several distinctions in sustainable actions. First, one can take an objective or a 
subjective view of the link between the actions and the sustainability goals (Peattie & Collins, 
2009). With an objective view, an outside authority makes this connection, whereas with a 
subjective view, the individual engaging in the action connects it with sustainability goals. For 
example, low-temperature washing can be considered sustainable because an objective 
scientific report identifies it as an action that significantly contributes to sustainability or 
because consumers regard it as an action that contributes to sustainability goals.  
The second distinction in sustainability actions is between direct and indirect 
sustainability actions (Poortinga, Steg & Vlek, 2004). This distinction also pertains to the 
conceptual connection between the action and the sustainability goal. Direct actions have a 
direct impact on the final goal, while indirect actions influence the sustainability goal through 
a mediating mechanism (e.g., pressuring companies). An example of a direct action is giving 
food to a homeless person; an example of an indirect action is signing a petition to protest 
against animal abuse.  
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The third distinction in sustainability actions is the relationship between pro- and anti-
consumption and sustainability (Amine & Gicquel, 2011; Black & Cherrier, 2010; Lee, 
Fernandez & Hyman, 2009). Pro-consumption is the engagement in consumption practices 
that are regarded as having a positive link to sustainability goals (e.g., purchasing foods with 
eco-labels). Anti-consumption refers to actions in which people do not engage in consumption 
actions as part of their sustainable consumption practice (Leonard-Barton, 1981; Cherrier, 
2009). Sustainable consumption can be both engaging in pro-consumption actions and not 
engaging in actions through anti-consumption (Chatzidakis & Lee, 2013).  
2.2.4. Overview of the conceptualization choices 
Summarizing, we distinguish the three aforementioned conceptualization choices (i.e. 
sustainability goals, drivers of change and related sustainability actions) because they are 
prominent in the debate about what sustainable consumption entails and provide boundaries 
for the subsequent literature review of the empirical literature. In the first conceptualization 
choice, the two types of sustainability considered are environmental and social sustainability. 
In the second conceptualization choice, drivers of change, change for sustainability can come 
from either individual drivers or contextual drivers. Finally, in the third conceptualization 
choice category, individual actions, we observe distinctions between (1) subjective and 
objective sustainable actions, (2) direct and indirect actions, and (3) pro- and anti-
consumption actions. Table 2.1 summarizes these conceptualization choices regarding 
sustainable consumption; we employ this classification as guidance for the boundaries of 
sustainable consumption conceptualizations in our review of empirical studies.  
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Table 2.1. Conceptualization choices of sustainable consumption 
Choice Elements 
 
Sustainability domain 
 
Environmental  
Social 
General or both 
 
Drivers of change Individual  
Contextual 
 
Individual actions Subjective or objective link to sustainability 
Direct or indirect link to sustainability 
Pro-consumption or anti-consumption 
 
 
2.3. Methodology 
Using the developed conceptualization choices, we outline our structured literature 
review in four phases (Seuring & Müller 2008): (1) selection of literature, (2) content analysis 
of the categories and their connection with sustainable consumption, (3) descriptive analysis 
of the selected articles, and (4) evaluation of the results. The three conceptualization choices 
discussed in the introduction section provide the coding frame. We review the empirical 
literature through a content analysis, after which we conduct a non-linear canonical 
correlation analysis for categorical variables (Gatignon, 2014; Michaillidis & De Leeuw, 
1998; Van der Burg, De Leeuw & Dijksterhuis, 1994. We do this to map the strength of the 
relationship between the categories described in the theory section and the characteristics of 
the articles published in the 1992-2014 period. 
2.3.1. Selection of literature 
We included peer-reviewed articles that were published in 18 relevant journals within 
the field of marketing (Hult, Reimann & Schilke, 2009) and selected the journals that fell in 
the top-half of the marketing journals ranking. The timespan is between 1992 and 2014, as 
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this provides an overview of the developments in the literature since the UN 1992 conference 
(considered a milestone for sustainable development).  
We conducted several searches through different search engines (e.g., Web of 
Knowledge, ProQuest, Google Scholar). The first selection of articles was done by searching 
for articles that combined one sustainability term (environmental, social, sustainability) with 
one word of individual action (consumer, consumption, individual). We then expanded this 
list for a second search that included more key terms than were present in the first group of 
articles in order to make sure we include all relevant articles. This process resulted in 779 
selected articles, which can be found in Appendix 2A.  
In the next step, we selected only the articles that met the following five criteria. First, 
they needed to be peer-reviewed, original articles published in one of the selected journals. 
Second, they needed to include primary empirical data collection, either quantitative or 
qualitative. This criterion excluded conceptual work and meta-analyses. Third, the articles 
needed to show the scholars themselves put forth sustainability aims in their research or 
studied people who aim for sustainability. Fourth, we analyse studies in which the scholar 
investigates sustainable consumption actions that are positively linked to sustainability goals 
(i.e. engaging in the actions makes a positive contribution to the sustainability goal)1. Fifth, 
we considered only articles whose unit of analysis related to an individual action. We thus 
excluded employee behaviour and individual behaviour related to for instance personal well-
being; rather, we focused on individual actions of members of the general public that 
contribute to the larger societal goal of sustainable development. Using these criteria for 
selection narrowed the number of articles to 270. Table 2.2 provides an overview of the 
chosen journals and the number of articles included in the literature review of empirical 
articles. 
                                                 
1
 This criterion thus excludes research on unsustainable consumption practices 
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Table 2.2. List of journals and number of articles included in study 
1. Journal of Business Research (60) 
2. Psychology & Marketing (36) 
3. Advances in Consumer Research (34) 
4. Journal of Marketing (21) 
5. Journal of Consumer Research (19) 
6. European Journal of Marketing (17) 
7. Journal of Public Policy & Marketing (16) 
8. Journal of Advertising (14) 
9. International Journal of Research in Marketing (12) 
10. Journal of Consumer Psychology (11) 
11. Journal of Marketing Research (9) 
12. Journal of the Academy of Marketing Science (7) 
13. Journal of Retailing (5) 
14. Journal of Advertising Research (3) 
15. Management Science (3) 
16. Marketing Letters (3) 
 
We first performed a descriptive content analysis on the selected articles. At the 
beginning of the process, we coded the following characteristics of each article: year of 
publication, journal, and research methodology. To collect information on the methodologies 
employed in each article, we distinguished between experimental designs, survey-based 
research, qualitative methods with direct inquiry (e.g., interviews, focus groups), and a 
miscellaneous category (e.g., scanner-data or observational studies). Articles could use more 
than one method as they can contain more than one study.  
Next, we utilized content coding for the conceptualizations of sustainable consumption 
(see also Table 2.1). The conceptualization choices helped guide the analysis of the articles. 
The coding scheme for the first two conceptualization choices occurred in a closed manner. 
First, coding for the choice “sustainability” consisted of (1) environmental, (2) social, and (3) 
both environmental and social issues and general sustainability. Second, the coding for the 
category “drivers of change” consisted of (1) codes reflecting drivers from within the 
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individual and (2) codes reflecting drivers from the context of the individual. For individual 
drivers the final coding scheme consisted of 35 codes. For the codes related to change as a 
result of contextual drivers, the final coding scheme included 16 codes. Finally, we performed 
the typology for “individual actions” through an open-coding procedure; specifically, we 
finalized the coding scheme of the individual actions after an open-coding round for all 
articles. For this last conceptualization choice, we coded the individual actions mentioned in 
the articles as either the focal issue or the dependent variable in the study.  
Our approach resulted in a coding-scheme with (1) the categories used in the content 
coding, (2) a short description of their content, and (3) the number of times the codes 
appeared in the selected literature. The principal investigator carried out the coding, and a 
research assistant coded a random sample of 15% of the articles. The average agreement 
across articles is 87%, which is a fair agreement.  
2.4. Analysis  
The final data set includes 270 articles (observations) and 60 variables describing the 
articles on (1) sustainability, (2) individual drivers of change, (3) contextual drivers of 
change, and (4) individual actions. We split the typology drivers of change into two sets: 
individual drivers and contextual drivers. The 60 variables are thus the outcome of our content 
coding and are grouped into 4 distinct sets.  
The relationships among the 4 sets were explored with non-linear canonical 
correlation analysis for categorical variables (OVERALS; Michaillidis & De Leeuw, 1998; 
Van der Burg, De Leeuw & Dijksterhuis, 1994). This technique is developed in psychology 
and now used in various scientific areas including business (Li et al., 2013) and sociology 
(Vrooman & Hoff, 2013).  
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Non-linear canonical correlation analysis for categorical variables has four major 
advantages. First, it enables simultaneous analysis of variables with different measurement 
levels, for instance nominal, ordinal and interval. Second, the technique enables us to 
simultaneously analyse the relationships between more than two sets of variables. Third, there 
are no assumptions about the type of relationships (e.g., linear) between variables. Fourth, 
outcomes can be visualized enabling us to get a better insight into the relationships among the 
four sets of variables.  
2.5. Results  
In this section, we first discuss the descriptive results of the content analysis. In 
addition, we provide a detailed description of the non-linear canonical correlation analysis for 
categorical variables, including a mapping of different conceptualizations.  
2.5.1. Descriptive results 
As Figure 2.1 illustrates, the number of published articles on sustainable consumption 
increased from 1992 to 2014, even after we correct for the increase in the total number of 
articles published in the journals. In absolute numbers, articles on sustainable consumption 
start with one and seven in 1992 and 1993 and end with 35 and 26 in 2013 and 2014, 
respectively.  
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Figure 2.1. Distribution of selected journal articles in the period 1992–2014 in relation to total number of 
articles published in these journals 
 
The research methodologies employed in the articles include experimental designs 
(103 times mentioned), survey-based research (102 times mentioned) and qualitative 
interviews/focus group studies (40 times mentioned). Thirty-three articles use more than one 
type of research method. We thus conclude that most articles on sustainable consumption 
published in the field of marketing employ quantitative methods. Surveys are published in all 
years; notable, however, is that articles with an experimental design are mostly published in 
the past three years, with 49 of the 103 articles published between 2012 and 2014. 
The Appendix 2B presents the total overview of the sets and variables. The literature 
covers a well-balanced mix of environmentally focused (111 times mentioned) and general 
(109 times mentioned) approaches to sustainability. However, the social focus in 
sustainability research is less usual (only 51 times). Environmental issues relate to sustainable 
consumption are thus the most common way of conceptualizing sustainable consumption. An 
example is a voluntary simplicity study (e.g., Shehryar, Landry & Arnold, 2001), which 
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conceptualizes voluntary simplicity as a consumer movement intended to decrease the amount 
of products consumed with the goal of reducing environmental degradation and creating a 
healthier society. Few studies explicitly include a combination of environmental and social 
sustainability domains (for an example see Van Herpen, Van Nierop & Sloot, 2012).  
The distribution of the articles with regard to their methodology is presented in Figure 
2.2. Articles with a general focus or that combine environmental and social goals mostly use 
experiments or interview-based research (41 and 27 times mentioned respectively). Survey-
based research is most common in environmental research (55 times mentioned).  
 
 
Figure 2.2. Distribution of selected journal articles with regard to the sustainability –focus 
conceptualization choice and the methodology of the study 
 
In total, the 270 articles include 37 distinct drivers of change: 25 individual and 12 
contextual drivers. Regarding individual drivers of change, we count 38 articles with 
demographic drivers age, gender, education, income, religion, and ethnicity. Psychographic 
drivers are used in 248 articles, implying that the majority of articles mention some sort of 
psychographic code driving sustainable consumption. Contextual drivers of change are also 
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often presented: 169 articles view aspects in the context of the person as an important driver 
of sustainable consumption. The most prominent influence within the context of a person is a 
message about the sustainability of a product or practice (78 times mentioned). In 148 articles 
contextual and psychographic variables are combined.  
The coding of the individual actions results in a list of 30 different types of actions. 
The five most-recorded individual actions are: donating (57 times mentioned), purchasing 
environmentally friendly products (54 times mentioned), recycling and handling waste (46 
times mentioned), boycotting (35 times mentioned), and reducing consumption in general (31 
times mentioned). Regarding purchase decisions, we find that these decisions are mentioned 
188 times across the 270 articles, showing that purchase behaviour is the most prevalent form 
of sustainable consumption in marketing literature.  
Finally, we also check the number of articles that combine different individual actions. 
We find that 203 of the 270 articles focus on only one individual action.  
2.5.2. Mapping relationships among conceptualization choices 
We employ non-linear canonical correlation analysis for categorical variables 
(OVERALS; SPSS: Michaillidis & De Leeuw, 1998; Van der Burg, De Leeuw & 
Dijksterhuis, 1994) to investigate the relationships among four sets of variables selected for 
further analysis: sustainability domains (set 1: 3 variables), individual drivers (set 2: 25 
variables), contextual drivers (set 3: 12 variables), and individual actions (set 4: 20 variables). 
All variables are treated as multiple nominal. We find the best fit in a two-dimensional 
solution explaining 55% of variance. Figure 2.3 is a visual representation of the first and the 
second dimension of the non-linear canonical correlation analysis.  
Each point in Figure 2.3 represents the multiple category coordinates of each variable 
(i.e. being positive for that categorical variable; the negative is not shown). We do not plot 
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variables with a multiple fit of 0.1 or lower, as these are all located near the origin of the plot. 
The variables referring to sustainability domains are shown as points with squares around 
them; the variables representing individual factors are in italics; the variables representing the 
contextual factors are underscored and the points representing the individual actions are in 
bold. The variables representing the articles could also have been plotted in the same figure, 
but we left them out for the sake of clarity.  
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Interpretation of Figure 2.3 is as follows: The distance of the point to the origin 
indicates the importance of a variable to distinguish the articles in the data set; more precisely, 
the square of the length of the variable (point) to the origin (coordinate vector) indicates the 
amount of variance explained by the variable. Variables close to each other and further away 
from the origin have more similarities than variables that are far apart. For example, the 
relationship between labelling on product, cause-related product and attitude towards product 
or advertisement (upper left corner) is strong. This indicates that these characteristics 
relatively often can be found in the same article. The same holds for perceived norms, close 
social contacts and boycott (lower middle). Contrary, reduce consumption (lower left corner) 
will likely not be found in an article on labelling on product.  
As can be seen in Figure 2.3 in the bottom right quadrant, the variable “recycle or 
handle waste correctly” distinguishes from articles on cause-related products (upper right 
corner). Furthermore, this variable is highly correlated with the variable “switch transport,” 
indicating that the articles likely share the characteristics. The variable “cause-related 
product” is placed opposite to “switch transport,” indicating that these characteristics do not 
appear in the same sort of articles.  
With regard to the two axes shown in Figure 2.3, the first dimension distinguishes 
articles focusing on social or general issues (left) from articles focusing on environmental 
issues (right). The second axes distinguishes articles focusing on pure purchase choices such 
as quality motivation (top) from those focusing on citizen-actions (bottom); that is, 
consumption is the central focus in articles at the top of the plot, while society plays a more 
prominent role in articles at the bottom. We also observe that the contextual drivers are split; 
specific contextual drivers (such as the labelling of a product) are in a different location than 
more aggregate-level contextual drivers (such as cultural norms). Furthermore, environmental 
sustainability (right) is related more to sustainability beliefs and other related individual 
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drivers, while for social sustainability more often the sustainability domain is connected with 
attitudes towards brand or organization as an individual driver. Building on the results of the 
descriptive analysis and of the non-linear canonical correlation analysis, we now map the 
literature on sustainable consumption.  
2.6. Conceptual frames for research on sustainable consumption  
Figure 2.4 presents an abstraction of the results shown in Figure 2.3. To arrive at the 
frames presented in Figure 2.4 we combine variables that often coincide in the same articles. 
First, we review the horizontal axis. On the left-hand side, the focus is on drivers of change 
and actions that indicate that the individual expresses concerns through his or her purchasing 
actions. The right-hand side shows actions that indicate that the individual is part of the 
environment in which she lives, and subsequently the focus is on the individual as the entity 
that has the ability to change herself and her environment. On the vertical axis in Figure 2.4 
we find a distinction between the individual as a consumer and the individual as a citizen. The 
words “consumer” and “citizen” indicate whether articles took the perspective of people 
foremost as consumers who make decisions in that role (consumer-citizen) or as citizens who 
engage in consumption practices (citizen-consumer) (see also Trentmann, 2007). This 
distinction can be observed in the vertical axis, which goes from a “citizen” focus at the 
bottom (focus on opinions and social contacts) to a “consumption” focus at the top (focus on 
product). Linking to Figure 2.3 we observe all actions related to political action at the bottom 
(we call this “citizen-consumer”) and purchasing products at the top (we call this “consumer-
citizen”). 
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Figure 2.4. New conceptual frames for sustainable consumption research 
 
Building on these two axes, our interpretation now focuses on four conceptual frames 
that lie at different locations in the two-dimensional space. We see a first difference between 
the articles that lie to the left and the right of the centre. To the right of the centre, the 
categories lie close together, indicating co-existence in articles on substance and thus 
revealing a similar focus in content. To the left of the centre, there are more distinctions based 
on the individual actions and the contextual drivers of change. We thus reveal four conceptual 
frames in the literature. In the next sub-sections (building on our mapping in Figure 2.4) we 
present the specific characteristics of each of these four conceptual frames.  
2.6.1. Conceptual frame 1: calling for sustainability in society 
In the first frame sustainable consumption is perceived as a concept in which 
individuals are the voice in society demanding sustainability changes and research 
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investigates why people engage in these actions. We position this frame at the bottom part of 
Figure 2.4 because it mostly involves citizen actions. In this conceptual frame, actions can be 
linked to both environmental and social sustainability, and the drivers of change concentrate 
on the individual (i.e. moral motivation). Thus, this frame is related to a view of individuals as 
change-makers, placing it more toward the left of the space. Individual actions are linked to 
sustainability in an indirect way, as this conceptual frame focuses on the influence of people 
on institutions, including governmental bodies and industry.  
A person can call for sustainability in society in different ways. Although authors 
generally describe these activities as more active involvement with societal issues (Stern 
2000), relatively passive activities, such as making donations, are also part of a conceptual 
frame in which sustainable consumption is conceptualized as people being a voice in society. 
Such a voice can take the form of participating in civil society (e.g., donating, volunteering) 
or advocating by convincing others about the importance of sustainability and thus eliciting 
action in the community.  
The first conceptual frame is represented in studies on donations and moral positions 
(e.g. Winterich, Mittal & Ross, 2009; Winterich, Zhang & Mittal, 2012) and engagement in 
activism (e.g., Hollenbeck & Zinkhan, 2006). With the rise of social media, people have 
gained more opportunities to support social movements through voice activities. Phenomena 
such as the World Wildlife Fund’s Earth Hour could be an increasingly important activity 
understood through the conceptual frame of sustainable consumption. Citizens are needed for 
sustainable development by raising their voices in society.  
2.6.2. Conceptual frame 2: awareness of power in the market 
Conceptualizing sustainable consumption with a “power in the market” frame is 
similar to the first conceptual frame, in that the focus is on the individual as a change-maker 
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in society. However, this second conceptual frame differs in that it advances a 
conceptualization of sustainable consumption in which the emphasis is on changing one’s 
own behaviour and the focus of sustainability is related to a specific issue (i.e. a product type, 
brand, industry, or sustainability topic). Most important, this conceptual frame only includes 
marketplace actions.  
This frame is most frequently used when scholars focus on social sustainability topics. 
The drivers of change appear most often in an interaction between a person receiving 
information about a practice or product and that person’s attitude toward a brand. This is 
different from the first frame because it interprets the drivers as specific and focused on a 
particular problem. Finally, in the second frame the link between individual actions and 
sustainability is indirect because this frame focuses on consumption-related actions with 
which consumers can influence companies to become more sustainable.  
With the second conceptual frame, research has examined a range of products. For 
example, fair-trade chocolate has become a widely available option in which the price mark-
up is easily understood by consumers and therefore is an accessible way to exercise power 
through consumption choices. From an anti-consumption perspective, a topic such as “power 
in the marketplace” pertains mostly to boycotting actions (e.g., Cherrier, 2009). An important 
element in this anti-consumer perspective is that such activities can reduce personal comfort 
or freedom (Cherrier, 2009; Klein, Smith & John, 2002).  
Conceptualizing sustainable consumption using the second conceptual frame means 
that the sustainability of consumption choices is dependent on the individual’s knowledge of 
sustainability in the production and consumption of products; it also involves tying personal 
consumption to solving large societal issues (Tanner & Kast, 2003). With this connection, the 
consumer’s role as an agent in the process of production and consumption is emphasized. In 
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research with this conceptual frame, scholars tend to view change for sustainable development 
as driven by consumers.  
2.6.3. Conceptual frame 3: letting people enjoy purchases 
The third conceptual frame that can be used in sustainable consumption research is 
depicted in the upper-left-hand quadrant of Figure 2.4. Here, the individual is clearly viewed 
as a consumer. Looking at sustainable consumption with an enjoyment conceptual frame, 
research considers the company to provide an opportunity for the consumer to contribute to a 
sustainability goal that is not necessarily related to the consumed product. The most common 
individual action in this conceptual frame is purchasing cause-related goods, thus purchasing 
products with a sustainability-related addition (Cornwell & Coote, 2005; Koschate-Fischer, 
Stefan & Hoyer, 2012; Lafferty, Goldsmith & Hult, 2004).  
This conceptual frame tends to be related more to the social domain of sustainability. 
The related drivers of change in this frame often include specific attitudes toward the product 
and the manner in which the cause-related marketing is displayed2. This conceptual frame is 
also less frequently related to personal characteristics or sustainability concerns of the 
individual. This shows that this conceptual frame differs from the second “power in the 
marketplace” frame in which scholars ask who is interested in the purchase; for enjoyment 
sustainable consumption frame, this is not a relevant question, because it focuses on the 
triggers that persuade people to purchase a cause-related product.  
As a final distinction, the enjoyment frame on sustainable consumption requires the 
least direct link between the sustainability goal and the related action, meaning that the type 
of product does not need be objectively related to that sustainability goal. For example, 
objectively diapers would be related more to a cause that deals with waste management; 
                                                 
2
 There can be articles researching the action of buying cause-related products with another frame.  
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however, this is not considered a relevant link in this conceptual frame because sustainable 
consumption is only subjectively linked to sustainability in this case. For enjoyment of 
sustainability to be part of sustainable consumption research, scholars using this frame focus 
on the connection consumers feel between his or her action and the companies’ contribution 
to a sustainability goal. Discussions in the marketing literature also hint on the distinctive 
character of sustainable consumption practices that we now show to have an “enjoyment 
sustainable consumption” frame (Lii & Lee, 2012; Vanhamme et al., 2012). 
2.6.4. Conceptual frame 4: making people responsible for their own impact 
The final conceptual frame on sustainable consumption is based on the 
conceptualization choices appearing in the right-hand side of Figure 2.4. The difference 
between this conceptual frame and the first three conceptual frames is that it is the only frame 
that conceptualizes individuals as a part of sustainability problems (Wahlen, 2009). This 
frame is more common in studies that focus on environmental sustainability. In environmental 
issues, a person is deemed part of the problem because of the impact of his or her 
consumption choices. An often-related driver of change is the person’s belief about 
sustainability and its importance (e.g. in articles by Berger & Corbin 1992; Lee & Holden, 
1999). This means that articles in this quadrant view change in sustainable consumption as 
coming from the importance an individual attributes to sustainability.  
The types of activities found in articles allocated to the fourth conceptual frame can 
also be separated into a pro- and anti-consumption perspective. For the pro-consumption 
perspective, articles most often include the purchase of environmentally friendly products and 
products made from recycled materials (e.g. Brosius, Fernandez & Cherrier, 2013; Chan, 
2001; McCarty & Shrum, 2001). Anti-consumption actions are individual actions that try to 
conserve resources, switch transport modes, and reduce consumption in general (e.g. Craig-
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Lees & Hill, 2002). Recycling and handling waste correctly (e.g. Taylor & Todd, 1995) also 
belong to this conceptual frame.  
Figure 2.3 shows some notable exceptions in the structure of individual actions in the 
fourth conceptual frame. For example, purchasing products with environmentally friendly 
packaging is located far from the other individual actions in this domain, as is contacting a 
politician or government official. Articles that contain these two individual actions mostly use 
survey-based research in which both actions are included as separate items in a multi-item 
scale. Therefore, these two actions are often part of studies that link a number of individual 
actions to the same sustainability goals and drivers of change.  
2.7. Concluding remarks 
Looking at the spread of articles over time our analysis shows the importance of 
sustainable consumption within marketing literature. We saw an increase in the number of 
publications on the topic over the years, even if we correct for the total increase of 
publications in marketing journals. We analysed sustainable consumption by coding 
conceptualization choices and then assessed the relationships among these choices in a 
mapping of 270 empirical articles resulting in a synthesis of the literature from 1992 to 2014 
in four conceptual frames: (1) calling for sustainability in society, (2) awareness of power in 
the market, (3) making people enjoy purchases and (4) making people responsible for their 
own impact. These four conceptual frames can be mapped in a two-dimensional space with 
axes distinguishing individual as change-maker versus individual needs to be changed and 
consumer-citizen versus citizen-consumer. 
Our review is the first to reveal the diversity in the conceptualization choices on 
sustainable consumption in the marketing literature. Following the argumentation of Prothero 
et al. (2011), we stress that this diversity is important to the advancement of sustainability 
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research and highlight this as a positive finding regarding the scope of sustainable 
consumption research in marketing. The development of the field requires profound 
considerations of the areas on which research agendas should focus (see Sheth, Sethia, & 
Srinivas 2011), as well as an understanding of what that means for empirical research. We 
show that the use of different conceptual frames in the empirical literature (as can be seen in 
Figure 2.4) is rooted in conceptual choices regarding the meaning of sustainable consumption. 
Individual or contextual drivers of change are constantly interacting, and the causal 
relationship between individual and institutional changes in social surroundings has been 
debated extensively (for a review of this discussion, see Schaefer & Crane, 2005). This 
relationship is a source of conflict between different scholars of sustainable consumption; for 
example, Holt (2012) critically examines the research focus on overall consumer attitudes 
toward sustainability. In particular, he addresses a general disregard of the market factors that 
lead to unsustainable consumption patterns on a larger scale. Conversely, other authors (e.g., 
Crompton & Kasser, 2010) have argued that the larger public’s demand shapes institutions 
such as governments and business, and thus individual attitudes can be an important driver of 
change. In these authors’ view, it is important to alter consumer attitudes toward sustainability 
in general to affect the many different consumption areas. This debate reflects the profound 
differences in studies that view individuals as change-makers or as the object of change in 
their conceptualizations of sustainable consumption, a notion that also came forward as an 
important difference between the conceptual frames 1 and 4 as summarized in Figure 2.5.  
All empirical scholars need to make decisions about the conceptualization choices 
delineated in this review, either explicitly or implicitly, in their research design. Even if 
scholars do not explicitly want to reveal a particular position on what sustainable consumption 
means to them, their choices made in crafting an empirical study do allow us some insight 
into their conceptualization choices. Discussing the conceptualization choices we put forth in 
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our coding of the literature should thus be an important element of starting sustainable 
consumption research, if scholars want their contributions to be not only scientifically sound 
but also societally relevant (Prothero et al., 2011). An overview of the conceptualization 
choices and conceptualization frames as found in our study can be seen in Figure 2.5.  
 
 
Figure 2.5. Conceptualization choices and conceptualization frames found in the current study 
 
A limitation to the current mapping is the scope of the review. We derived the 
conceptualization choices from empirical literature on sustainable consumption and therefore 
might have turned a blind eye to conceptualizations that have not been studied extensively in 
marketing literature (Peattie & Collins, 2009). For example, it is not clear how and if new 
innovations (Melville, 2010) or perspectives from different disciplines (Seuring & Müller, 
2008) might bring forward other conceptualizations of sustainable consumption. Further 
research can thus be useful to review how scholars in different fields are tackling the complex 
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issues of conceptualizing sustainable consumption and continue to see how this affects the 
direction of research.  
This chapter provides a starting point for future research on sustainable consumption 
by synthesizing the choices scholars can make when dealing with this concept. With our 
reflection on the 1992–2014 period, we hope to encourage others to continue the debate about 
the role of marketing for societally relevant issues that are part of the post-2015 UN 
development goals (International Council for Science, 2015) through both the development of 
theory and well-considered empirical investigations.  
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ABSTRACT 
One of the pillars of environmental engagement is the individual belief in a contribution to 
environmental goals. However, self-reports for environmental participative efficacy present a 
number of challenges. In this essay we explore the potential of the anchoring vignettes to 
measuring participative efficacy in three domains of environmental engagement: (1) energy-
reduction; (2) pro-environmental purchases, and (3) environmental activism. A questionnaire 
is developed that measures people’s self-assessment of their participative efficacy and related 
anchoring vignettes to correct for scale perception bias. We use a student sample (n=164) and 
cognitive interviews to develop the questionnaire in our pilot study. Next, the main study 
presents a nationally representative survey (n=1117), which was conducted to review 
heterogeneity in answers and explain those by education level, gender and age. Results show 
both supporting evidence for the worth of our anchoring vignettes as well as raise questions 
about the usefulness of the vignettes depending on the environmental domain. We discuss the 
process of developing anchoring vignettes for different domains. 
 
Keywords: Environmental engagement; participative efficacy; anchoring vignettes; scale 
perception bias. 
Chapter III. Am I “making a difference”? 
Exploring the use of anchoring vignettes 
for environmental participative efficacy. 
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3.1. Introduction 
Tackling environmental problems is considered a major issue of our times (European 
Commision, 2015; Schultz, 2001; Stern, Dietz, Abel, Guagnano, & Kalof, 1999). The 
upcoming twenty years will be crucial to the direction of climate change adaptation (Boyd, 
Stern, & Ward, 2015). An often discussed route to environmental sustainability is that of 
stimulating environmental engagement in the general public (White & Simpson, 2013). 
Moreover, environmental engagement is gaining relevance on policy agenda’s (Griggs, et al., 
2013). However, not all members of society perceive their individual contribution in an equal 
manner. If people indeed differ in their perception of how much they can contribute to 
environmental goals, the question is: what drives the difference? 
Participative efficacy is a belief that an individual's personal contribution can actually 
make a difference in reaching a communal goal (van Zomeren, Saguy, & Schellhaas, 2013). If 
one considers their own actions to be of relevance to realizing a communal goal, they will 
most likely engage in related activities. The importance of participative efficacy in 
relationship to behaviour has been studied in relationship to various types of communal goals, 
for instance community-based pro-environmental initiatives (Bamberg, Rees, & Seebauer, 
2015) and different types of energy reduction behaviours (Van der Werff & Steg, 2015). All 
these communal goals have in common that people are confronted with a dilemma as to how 
much their individual contribution makes a difference in reaching the goal. 
Participative efficacy is part of a larger efficacy debate in environmental psychology, 
which is showing that efficacy beliefs are instrumental to understanding dilemmas people 
have with respect to environmental engagement (Chen, 2015; Cojuharenco, Cornelissen, & 
Karelaia, 2016; Jugert, et al., 2016). Participative efficacy is a unique part of efficacy because 
it conceptually bridges the gap between collective and individual efficacy (van Zomeren, et 
al., 2013).  
  
39
Although participative efficacy is a very important construct to consider, self-reports 
for this type of constructs can be challenging (Podsakov & Organ, 1986; Schwartz, 1999). 
Environmental goals are highly abstract and the relation between an individual contribution 
and the environmental goal is unobservable for the individual. We therefore propose to 
explore the use of anchoring vignettes to the measurement of environmental participative 
efficacy (King, Murray, Salomon, & Tandon, 2004; Hopkins & King, 2010). The worth of 
anchoring vignettes is greatest for constructs with these characteristics. Additionally, the 
development of anchoring vignettes is by itself a useful exercise because it forces a researcher 
to delineate clear domains within environmental engagement.  
Evidence for the validity of anchoring vignettes has been found across a wide range of 
disciplines and the method shows great promise for the betterment of survey methodology 
(King, et al., 2004) . Especially in health research the method has been embraced as it helps to 
uncover differences in health perception that otherwise would be undiagnosed (Crane, Rissel, 
Greaves, & Gebel, 2016; Salomon, Tandon, & Murray, 2004). Given the abstractness and 
complexity of environmental issues that resembles the issues in health research, we explore 
the potential of anchoring vignettes for survey-based research in environmental psychology. 
However, there has also been critique on the method that also needs to be considered in our 
exploration (Au & Lorgelli, 2014). 
Anchoring vignettes allow for the rescaling of people’s self-assessment based on their 
assessment of the vignettes (King, et al., 2004). Using vignettes can correct for scale 
perception bias in the following manner. Respondents are first asked to answer a self-
assessment question concerning their own contribution to solving environmental issues, to 
which they respond on an ordinal scale. Next, the same respondents are asked to respond to 
the same question for a number of vignettes that each describes imaginary individuals. All 
respondents see the same anchoring vignettes. A simple example of an anchoring vignette 
  
40
would be: “Robert cycles to his workplace once a month”. Respondents are then asked to 
evaluate their own cycling behaviour as well as the behaviour of Robert. We are subsequently 
able to adjust the responses to the self-assessment of cycling behaviour for the thresholds in 
the scale each respondent uses in answering the related vignettes. In this way, anchoring 
vignettes are used to correct responses for people’s different perceptions of an answering 
scale.  
In this chapter we consider three domains of environmental participative efficacy: (1) 
energy-reduction behaviours, (2) pro-environmental purchases and (3) environmental 
activism. We discuss the choice of these domains and their appropriateness for the Dutch 
national context in the next section. The aim of our essay is thus to develop anchoring 
vignettes for the measurement of environmental participative efficacy in these three domains. 
The study has two main contributions. First, we explore a vignette-based measurement 
approach for environmental participative efficacy that is specific to three different domains of 
environmental engagement and share how these vignettes can be developed. Second, we 
provide insight into sources of heterogeneity for environmental participative efficacy. Using 
three commonly researched demographics (age, gender and education level), we are able to 
explore if models adjusted for differences in scale perception provide different conclusions as 
to which people consider themselves to have more of an influence on environmental outcomes 
with their behaviour in different domains.  
We recognize that participative efficacy and the domains in which people see their 
own participation is highly context-dependent. The context of the current study is The 
Netherlands. Participative efficacy is generally high in The Netherlands. A recent survey 
executed by the market research agency Kantar TNS indicates that 75% of Dutch people 
consider their own actions to have environmental impact (Kaleidos Research, 2017). Market 
data also shows a steady increase in the market share of environmentally friendly food 
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products and energy-efficient products (Compendium voor de Leefomgeving, 2016). 
Moreover, the market share of environmental NPOs in comparison to the entire field of 
charitable giving is high (Goede Doelen Nederland, 2016). All of these trends together paint a 
picture of the Netherlands in which environmentally conscious consumption choices is a well-
established part of society.  
The chapter is structured as follows. First, a conceptual background of our focal 
construct, participative efficacy, is presented (section 2). Second, we present our pilot study in 
which the development of the anchoring vignettes and questionnaire are discussed. Using two 
distinct samples, we combine a survey (on a student sample) with cognitive interviews (with 
adults of a variety of backgrounds) to evaluate the vignettes (section 3.3). Third, the main 
study presents a test of the anchoring vignettes in a large, representative sample (section 3.4). 
Finally, we present the implications of our findings and discuss limitations and conclusions 
(sections 3.5 and 3.6). 
3.2. Participative efficacy: background and domains 
3.2.1. Definition  
Participative efficacy is considered to play a central role in people’s willingness to 
engage in pro-environmental behaviour (Bamberg, et al., 2015). Participative efficacy 
combines the belief in achieving the communal goal of eradicating environmental problems 
and the belief that an individual contribution (i.e. pro-environmental behaviour) can make a 
difference in achieving the communal goal (van Zomeren, et al., 2013). It is the combination 
of belief in the collective goal and individual participation to solve the communal dilemmas 
that sets participative efficacy apart from other constructs that have previously been studied in 
relationship to environmental behaviour such as perceived behavioural control and locus of 
control. 
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Perceived behavioural control is the belief that an individual is able to perform an 
activity (Montano & Kasprzyk, 2015). So the vital distinction between perceived behavioural 
control and participative efficacy is the focus on the perception of ability versus the 
perception of contribution. Thus, perceived behavioural control asks people how much they 
think they are able to perform a behaviour. In contrast, participative efficacy is concerned 
with how much they think they can contribute to limiting environmental problems with 
behaviour.  
Participative efficacy is also distinct from locus of control, which captures the 
allocation of influence between oneself and external powers (Cleveland, Kalamas, & Laroche, 
2012; Levenson, 1974). External locus of control, in relationship to environmental 
engagement, highlights the extent to which individuals subscribe power over environmental 
issues to large and abstract others, such as a divinity or government. Internal environmental 
locus of control concerns the power one ascribes to oneself. In contrast, participative efficacy 
captures how much a person beliefs to contribute to a solution and not power in relationship 
to the problem. Participative efficacy thus disentangles how much a person can consider 
oneself to contribute from the extent to which a person considers himself or herself to be part 
of the problem. 
We identify two main issues that problematize the measurement of participative 
efficacy for environmental engagement. First, environmental issues concern the planet as a 
whole, which makes the topics highly abstract. Therefore, to decide what individual actions 
actually contribute to environmental issues is a complex matter for many people. Second, 
there is a vast array of activities that an individual can label pro-environmental behaviour. 
Consequently, if people reflect on their participative efficacy in general it is very difficult to 
know what types of activities they actually consider in their decision. We therefore need to 
first specify for which domains we measure participative efficacy. 
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3.2.2. Domains of participative efficacy 
The most influential categorization of pro-environmental activities has been developed 
by Stern (2000). It distinguishes between public sphere and private sphere engagement. Public 
sphere behaviours include signing petitions and supporting policy. Private-sphere behaviours 
include maintenance of equipment, waste disposal and green consumption. It is important to 
continue with domains because of the multidimensional structure of pro-environmental 
behaviour (Larson, Stedman, Cooper & Decker, 2015). We continue with three prominent 
domains that follow from Stern’s framework.  
Energy-reduction is the first domain. Energy-reduction includes all pro-environmental 
behaviours that help to directly reduce one’s individual consumption of natural resources 
(Poortinga, Steg, & Vlek, 2004). The domain of pro-environmental purchases aims to signal 
the producers to change their production process but do not directly reduce one’s own 
consumption of natural resources (as energy-reduction behaviours do). The term ‘voting with 
one’s wallet’ applies to these types of behaviours as consumers utilize marketplace power 
relations to seek change for environmental sustainability (Moraes, Shaw, & Carrigan, 2011). 
Environmental activism is the third domain of pro-environmental behaviour we investigate. 
Environmental activism is an indirect pro-environmental behaviour because the behaviour 
itself is about influencing policy to stop environmental degradation, not related to changing 
one’s own impact (Alisat & Riemer, 2015; Dono, Webb, & Richardson, 2010).  
The choice of domains is also related to the domains that are prominent within our 
particular context, namely The Netherlands. We investigate the way in which different actors 
discuss these domains in their public content. In Table 3.1 we present four different sources of 
information: the national government, a major consumer association and two small 
environmental NGOs. The actions each of these actors proposes to consumers are listed.  
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Together these four websites provide a good impression of the sustainable 
consumption activities that are mostly considered in The Netherlands. All of the actors 
mention activities in the domains energy-reduction and sustainable purchases. Other topics 
that are mentioned are transportation choices and recycling. Only one of the NGOs explicitly 
focuses on environmental activism. We choose to include this domain because it is a domain 
that is different from the other two in terms of commitment required from individuals and its 
impact (Larson et al., 2015). The next section explains the development of our measurement 
tool for participative efficacy.  
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3.3. Pilot study 
3.3.1. Anchoring vignettes approach 
Anchoring vignettes were developed by King (King et al., 2004) to measure abstract 
and complex constructs across various groups. In this approach, each respondent answers 
questions concerning their own behaviour (the self-assessment) and about the imaginary 
characters described in the anchoring vignettes. More precisely, anchoring vignettes 
illuminate how a question is interpreted differently in various groups. King (2004) first 
developed anchoring vignettes to account for differences in political efficacy between Mexico 
and China. The unadjusted self-assessment responses implicated that Chinese thought they 
had more say in government than their Mexican counterparts. Even though Mexico’s 
democratic standards were objectively higher. However, an adjusted statistical model using 
anchoring vignettes indicated that Mexicans actually thought to have more of a say in 
government, which was masked by the scale perception. Correcting for scale perception bias 
using anchoring vignettes thus reversed the reported results. 
To explain how anchoring vignettes can be used to adjust respondents self-assessment, 
we use the following illustration of a study regarding health responses (Peracchi & Rossetti, 
2012). When people are asked to rate their own sleeping problems, they do so with 
internalized thresholds of what the answering categories stand for. People have their own 
criteria for what constitutes the difference between “moderate” and “severe” health issues and 
thus differ in their placement of boundaries for every move to a higher answer category. This 
results in different internalized thresholds, which are not known to the researcher. Anchoring 
vignettes describe levels of sleeping problems for imaginary people (e.g. “Jake wakes up three 
times per night”) and ask respondents to assess the sleeping problems of these imaginary 
people. Summarizing, two people can have the same level of actual sleeping problems but use 
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an answering scale on this issue differently. Anchoring vignettes present examples of low and 
high levels of sleeping problems. Information on the thresholds that result from responses to 
the anchoring vignettes is then used to correct for scale perception bias on the answering scale 
in an adjusted statistical model. 
3.3.1.1. Assumptions 
Two fundamental assumptions are made in an anchoring vignettes approach (King & 
Wand, 2007). The first assumption, response consistency, assumes that a respondent uses the 
response categories in the same manner when answering the self-assessment question and the 
vignettes. The response consistency assumption can only be tested by comparing the self-
assessment with a vignette that reflects the respondent’ own situation (Kapteyn, Smith, van 
Soest, & Vonkova, 2011). The second assumption is referred to as vignette equivalence; 
meaning that respondents evaluate the order of vignettes similarly and interpret the vignettes 
on the same unidimensional scale (i.e. from the answer category “very little” to “very much”), 
aside from random measurement error (King & Wand, 2007, p. 49). With vignette 
equivalence, it is assumed that all respondents perceive a “low” vignette lower than a “high” 
vignette, indicating unidimensionality. These assumptions are relevant to developing self-
assessment questions and corresponding anchoring vignettes.  
3.3.1.2. Development of anchoring vignettes 
The development of the anchoring vignettes for participative efficacy is organized in 
the following manner. We designed a large number of potential vignettes for each of the three 
domains: (1) energy-reduction, (2) pro-environmental purchases and (3) environmental 
activism. The choice of domains is discussed in section 3.2.2. We list a wide range of 
activities based on two criteria. First, the activity needs to relate to one of the three domains. 
Second, the activity needs to be known and related to environmental engagement in the Dutch 
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context. Using these two criteria, we develop ten vignettes per domain. In each domain there 
is a vignette representing a person that does not engage in any environmental activity. We 
deliberately design the anchoring vignettes to differ in their level of participation in each 
domain.  
The pilot study consists of two stages. First, we determine the best question format of 
the self-assessment question and select the three best discriminating anchoring vignettes per 
domain from the developed sets of ten vignettes per domain using a student sample. Second, 
the vignette equivalence of the selected vignettes and related self-assessment questions are 
evaluated in eight cognitive interviews. 
3.3.2. Pilot study: student sample 
In this part of the pilot study we first discuss how the self-assessment question format 
is selected. Next, we discuss how three vignettes are selected per domain.  
3.3.2.1. Question format for self-assessment question 
The two conditions for the self-assessment question format are passive versus active 3. 
We aim to formulate a self-assessment question for environmental participative efficacy that 
best captures the construct. Whereas the passive question format emphasizes the influence on 
the larger societal goal in participative efficacy, the active question format emphasizes the 
individual’s actions. Using the student sample, we test the construct in the passive versus the 
active question format. The sample size is 164 with 83 students responding to the active 
question format of the self-assessment question and 81 students responding to the passive 
question format. The questionnaire measures can be found in Appendix 3A. 
                                                 
3
 Active voice: “How much can you contribute to resolving environmental issues?”. Passive voice: “How 
likely is it that your contributions helps to resolve environmental issues?” (These are translations as the questions 
were posed in Dutch) 
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Our results show that the active voice is most congruent with the definition of 
participative efficacy as it is significantly more often understood as a consideration of how 
much one can contribute to solving environmental issues (Mpassive= 3.96 SDpassive = 1.02; 
Mactive = 4.53 SDactive = .64; F=17.52, p <.01) and less a construct that captures the seriousness 
of environmental issues (Mpassive= 2.83 SDpassive = 1.27; Mactive = 2.3 SDactive = 1.16; F= 7.72, 
p<.01). The results indicate that the active voice matches the definition of participative 
efficacy most closely and thus best captures the meaning of the construct. The active 
formulated self-assessment question format will therefore be used in the main study. 
3.3.2.2. Selecting vignettes 
To select three out of ten anchoring vignettes (low, middle, high) per domain and 
review the assumptions of the vignette order, we continue with the students that answered the 
vignettes in the selected active question format (n=83). We decide on three vignettes to keep 
the study parsimonious. All low vignettes in each of the three conditions are considered 
lowest and we thus keep them. Selection of the middle and high vignettes is proceeded with in 
the following manner.  
In the domain of energy reduction, we see that the vignettes on “removing a charger 
from the socket” and “commuting to work by bike” are both good options to be a middle 
vignette. We continue with the charger vignette because it is a more universal behaviour. The 
vignettes “Having a vegetarian diet” and “insulating one’s house” are both evaluated as high. 
It is decided not to continue with a food vignette because of possible health relations that are 
associated with vegetarianism (Hoek, Luning, Stafleu, & de Graaf, 2004).  
In the domain of pro-environmental purchases two out of the ten vignettes can serve 
as the middle vignette: “small boycott of a soda company” and “purchasing a garment”. We 
choose the “small boycott of the soda brand” because we consider it most clear. In this 
domain, the choice of an energy-provider is the only vignette that can serve as a high vignette. 
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However, there are concerns that the vignette can be perceived too similar to the high vignette 
in energy reduction-domain. Therefore, it is decided to continue with a grouping of purchase 
decisions in a variety of shopping categories (see Table 3.1 for details on final vignettes).  
In the last domain, environmental activism, only one vignette (“sharing messages on 
Facebook”) can serve as a middle vignette. There are three potential high vignettes, from the 
set of ten: “leading a civil initiative”, “being an active member of an environmentally-focused 
political party” and “organizing debates”. We choose for party membership because we think 
most people in the Dutch context will understand this in a similar way.  
We also check the vignette equivalence assumption for the three vignettes per domain 
(i.e. the percentage of respondents rating the three vignettes in a subsequent order). We find 
that the order is violated in 8% of the fully completed surveys for the energy reduction 
domain, 8% in the pro-environmental purchases domain, and 18% of the fully completed 
surveys for the political activism domain. In order to improve the anchoring vignettes, we 
continue with cognitive interviews to evaluate the three selected vignettes. 
3.3.3. Pilot study: cognitive interviews 
Eight interview respondents are selected to provide a group varying on age (range 26 
to 73), gender (4 women) and education (3 have a lower or intermediate education; 3 attained 
professional education; 2 completed academic education). The same person conducts all 
interviews. There are two main reasons we use cognitive interviews to evaluate the vignettes 
(see King & Wand, 2007). First, we aim to minimize respondents’ problems in the answering 
process. This implies we adjust the questions when respondents show difficulty in 
comprehending the questions, retrieval of information from memory, formulating their answer 
or reporting an answer (Brenner, 2011). Based on the responses we can make adjustments to 
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the questionnaire throughout the process. Second, the cognitive interviews are used to review 
the response consistency and vignette equivalence before we start the main study.  
In each interview we first examine the respondents’ understanding of the self-
assessment question. Most interviewees do not display any difficulty in understanding the 
self-assessment question as a question that is in line with the definition of participative 
efficacy. An example of a response can be found here4: 
 
 “I think that I – as a consumer – do not have much influence, if I look at it realistically. It is 
of course a process that can take years and years. It is not something you can solve tomorrow. 
You have to look ten, twenty or even fifty years in the future. I think that what you can do is 
change your own lifestyle a little and try to get that idea going in your own community. We 
will then slowly move in the right direction, which will then influence government. It the end 
that might have an effect then.” 
(Male, 32 years, high level of education)  
 
The respondent discusses his contribution (as opposed to ability) and focuses on the solution 
(as opposed to being a cause of environmental problems). This is thus an understanding that 
fits participative efficacy. One respondent does answer the question as a perceived 
behavioural control question. The respondent switches to a participative efficacy 
understanding after answering the related anchoring vignettes. Consequently, an introduction 
is added to the main study that explicitly introduces participative efficacy. Also, we slightly 
rephrase the assessment question for the vignettes.  
                                                 
4
 The quotes have been translated from Dutch to English for the illustrations. 
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 We continue with the responses to the anchoring vignettes. Respondents turn out to be 
more doubtful when answering the “low” and “middle” vignettes. An example of the 
difficulty experienced by the respondents can be found in the following quote that illustrates a 
respondent’s reasoning to evaluate a low vignette with the answer category “very much”: 
 
 “Because he could do a lot. He doesn’t do a lot now. But I read it like this: How much could 
Rick contribute?” 
(Male, 26 years, low level of education) 
 
The new format is well understood by all subsequent respondents to be about the participative 
efficacy of each of the anchoring vignettes. As requested by respondents, we add “nothing” as 
an answer category to the answering scale. This addition allows more differentiation at the 
lower levels of the answering scale. An example of this request is: 
 
“This should be nothing. This is less than very little, so nothing.” 
(Female, 48 years, low level of education) 
 
Response consistency is reviewed by asking respondents to elaborate on their 
understanding of the scales for both the self-assessment question as well as the vignettes. 
Respondents react well to the self-assessment questions and related vignettes in the domains 
energy reduction and pro-environmental purchases. They are invoked to elaborate on the idea 
of participative efficacy without encouragement from the interviewer, for example: 
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 “I think that Michel [high vignette pro-environmental purchases] loves researching thing. 
That is something. […] I always call those people crusaders. Je have crusaders and highly 
interested people, average interest and uninterested. Those uninterested you can ignore. The 
interested can be persuaded to being highly interested.”  
(Male, 50 years, high level of education) 
 
Respondents found the high vignette for the domain of consumer activism too abstract. 
This vignette was first formulated as being an active member of a political party that speaks 
up about environmental issues. One response was: 
 
“This information is obviously incomplete. She might be an active member, but I don’t know 
what she actually does herself. So I would want an ‘I don’t know’-option here. ” 
(Female, 48 years, high level of education) 
 
We thus reformulate the vignette to decrease the abstraction of the vignettes to a satisfactory 
level with more concrete activities (i.e. organizing political events as a member of a party) in 
the vignette.  
The level of detail presented in each of the vignettes is an important part of vignette 
development. One particular problem occurs as a result of familiarity with Facebook in the 
middle vignette of environmental activism, which presented a person sharing environmental 
messages on Facebook. The discrepancy between younger and older respondents is illustrated 
with the following excerpts:  
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“Half of the people wouldn’t even read it. The other half agrees anyway.”  
(Male, 29 years, high level of education) 
 
“Facebook, no, I don’t use Facebook. But those youngsters […] that has an influence.”  
(Female, 73 years, middle level of education) 
 
To prevent heterogeneous assessments of this vignette, we remove the notion of Facebook 
from the middle environmental activism vignette. These adjustments are all performed to 
ensure the correct use of anchoring vignettes in our survey design as much as possible before 
setting out the main study in a representative sample (see Table 3.2 for final vignettes).  
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Table 3.2. Final vignettes based on the results of pilot (low and high presented) 
 Energy-reduction Pro-environmental 
purchases 
Environmental activism 
Low 
vignette 
[Name] is worried about the 
environment. However, 
he/she does not think he/she 
could do anything about 
this. That is why he/she 
does not change anything 
about their energy 
consumption and does 
everything exactly like 
he/she has always done.  
 
[Name] is worried about the 
environment. However, 
he/she does not think he/she 
could do anything about 
this. That is why he/she 
never thinks about the 
environment when doing 
his/her shopping.  
[Name] is worried about the 
environment. However, 
he/she does not think he/she 
could do anything about 
this. That is why he/she 
never discusses this with 
anyone. 
Middle 
vignette 
[Name] is worried about the 
environment. To do 
something about this, he/she 
always removes the charger 
from the socket after 
charging her phone.  
 
[Name] is worried about the 
environment. When he/she 
finds out the producer of 
his/her favourite soda 
company inflicts a lot of 
environmental damage. 
He/she no longer buys this 
soda.  
 
[Name] is worried about the 
environment. To do 
something about this, he/she 
often shares messages about 
environmental problems 
with friends. 
High 
vignette 
[Name] is worried about the 
environment. That is why 
he/she has entirely insulated 
his/her home and put solar 
panels on his/her roof. 
He/she has seen that he/she 
has greatly reduced his/her 
energy use. 
 
[Name] is worried about the 
environment. That is why 
he/she only purchases 
products from producers 
whom explicitly show to 
take actions in reducing 
environmental damage. 
He/she extensively 
researches the options and 
uses this information when 
purchasing food, clothing 
and furniture.  
[Name] is worried about the 
environment. That is why 
he/she is an active member 
of a political party that 
steers towards political 
solutions for environmental 
problems. He/she regularly 
partakes in protests and 
organizes meetings for large 
groups of people.  
Note: We translate the vignettes from Dutch to English for this table. Vignettes are developed in Dutch. 
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3.4. Main study 
In the main study we conduct a survey to measure self-assessment of participative 
efficacy, related anchoring vignettes and demographic variables. We utilize the vignettes and 
self-assessment questions that have been developed in the pilot study to measure participative 
efficacy in the three domains.  
3.4.1. Method 
3.4.1.1. Respondents 
We collect data in collaboration with the market research company GfK Netherlands. 
A nationally representative sample of 1117 respondents is used for the main study. Of these 
respondents, 48% are female and the average age is 51 years, with a standard deviation of 16 
years. Education levels are distributed between three level – low, middle and high- with the 
following distribution: 31% lower educated, 43% middle education level, 25% higher 
education level. In the subsequent analyses we use weighting to ensure the representativeness 
to the population. 
3.4.1.1. Measures 
We measure participative efficacy for the three domains (energy reduction, pro-
environmental purchases and environmental activism). The self-assessment question is 
formulated as: “How much can you contribute to reducing environmental problem with 
[domain]?” This formulation is an adaptation from Van Zomeren et al. (2013) and has also 
been tested in our pilot study. We also measure responses to the nine developed vignettes (see 
Table 3.1). The question is formulated as: “How much does [name] contribute to reducing 
environmental problem with [domain]?” The answering scale for all questions consists of six 
answer categories ranging from “nothing” to “very much” participative efficacy. We measure 
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age (in years) and gender. Education level is measured in three groups (lower, middle and 
higher), in accordance with the Dutch education system.  
3.4.1.2. Procedure 
The distributions of responses to the self-assessment questions and to the vignettes are 
first examined. An overview of the distribution of responses in each domain can be found in 
Table 3.3. In the domain of energy reduction, 43.8% of the respondents answer “much” and 
29% of the respondents answer “not little/not much”. As expected, responses to the low 
vignette are more common in the lower answer categories (i.e. 51.3% select the answer 
category “nothing”) and responses to the high vignette are skewed towards to higher answer 
categories (49% answer “much”). We see 35.2% of respondents select the answer category 
“not little/not much”. The results show that the middle category of the vignettes overlaps with 
the high category. In the domain of pro-environmental purchases we see a very similar 
pattern. 42.7% of respondents select “much” in the self-assessment and 51.6% uses the lowest 
answer category for the assessment of the low vignette. In the domain of environmental 
activism, respondents select “not little/not much” most often. Also, the middle and the high 
vignette overlap as both are most frequently responded to with “not little/not much”. 
Therefore we drop the middle vignettes and only focus on the low and the high vignette. In all 
domains the highest two response categories (“much” and “very much”) are collapsed due to 
few observations in these cells (e.g. 0 in ‘very much’ for energy reduction).  
Respondents displaying inconsistent vignette orderings (low-high) are removed from 
the dataset. This resulted in the removal of 24 respondents in the energy reduction domain, 33 
respondents in the pro-environmental purchases domain and 75 respondents in the 
environmental activism domain (2%, 3% and 7% respectively). 
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Table 3.3. Distribution of responses to self-assessment question and related vignettes in the three domains 
(n=1117) 
 
Nothing Very little Little 
Not little/ 
not much 
Much Very much 
  n (%) n (%) n (%) n (%) n (%) n (%) 
Energy reduction 
Self-assessment 8 (.7) 44 (3.9) 212 (18.8) 326 (29) 493 (43.8) 43 (3.8) 
Vignette "low" 578 (51.3) 238 (21.1) 157 (13.9) 129 (11.5) 24 (2.1) 0 (0) 
Vignette "middle" 48 (4.3) 207 (18.4) 287 (25.5) 396 (35.2) 180 (16) 0 (0) 
Vignette "high" 10 (.9) 47 (4.2) 103 (9.15) 300 (26.6) 552 (49) 114 (10.1) 
Pro-environmental purchases 
Self-assessment 8 (.7) 44 (3.9) 192 (17) 364 (32.3) 481 (42.7) 37 (3.3) 
Vignette "low" 581 (51.6) 245 (21.8) 165 (14.7) 107 (9.5) 28 (2.5) 0 (0) 
Vignette "middle" 34 (3) 160 (14.2) 281 (25) 398 (35.6) 238 (21.1) 15 (1.3) 
Vignette "high" 14 (1.2) 65 (5.7) 169 (15) 326 (29) 480 (42.6) 72 (6.3) 
Environmental activism 
Self-assessment 77 (6.8) 115 (10.2) 317 (28.1) 397 (35.3) 207 (18.4) 13 (1.1) 
Vignette "low" 521 (46.3) 233 (20.7) 190 (16.9) 166 (14.7) 15 (1.3) 1 (.1) 
Vignette "middle" 101 (9) 215 (19.1) 281 (25) 418 (37.1) 106 (9.4) 5 (0.4) 
Vignette "high" 40 (3.55) 104 (9.2) 307 (27.3) 436 (38.7) 223 (19.8) 16 (1.4) 
Note: For each vignette, the two most commonly chosen answer categories are highlighted. 
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3.4.2. Analysis  
As respondents may interpret the answering scale of a self-assessment question 
differently depending on their interpretation of the answer categories, the individual responses 
can no longer be directly compared across individuals. An anchoring vignette allows us to 
determine the "true" level of participative efficacy for each respondent by accounting for the 
variation in categorical responses to be attributed to variation in response category cut-off 
points (Salomon, et al., 2004).  
We start with discussing the correlations between all self-assessments of participative 
efficacy. We also correlate responses on the vignettes and the self-assessment score in the 
same domain; we expect a positive correlation between the highest vignettes and the self-
assessment scores.  
We present three models per domain in increasing complexity. We present all 
outcomes in odds ratios to facilitate interpretation. Model fit is examined with the review of 
both AIC and BIC criteria that are weighted for sample size (see Crane, et al., 2016). First, we 
present the unadjusted model. We perform an ordered logit model with self-assessment as the 
dependent variable and the socio-demographics as independent variables. This model does not 
correct for scale perception bias.  
Second, following King and Wand (2007), we present a non-parametric adjusted 
model to correct for scale biases. The self-assessment is rescaled using the scores on the 
vignettes, resulting in an adjusted dependent variable. We calculate thresholds that indicate 
the position of each respondent’s self-assessment in relationship to the anchoring vignettes. 
As we have two vignettes, there are five thresholds in the dependent variable (threshold 1: self 
below low vignette; threshold 2: self at par with lowest vignette; threshold 3: self between low 
vignette and high vignette: threshold 4: self at par with high vignette; threshold 5: self above 
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high vignette). Tied responses are set at their lowest level. The non-parametrically adjusted 
model is estimated as an ordered logit model.  
The third model we estimate for each domain is a parametrically adjusted model, first 
presented by King et al. (2004), that corrects for scale perception bias in the model. We 
simultaneously model the self-assessment and the thresholds, which are treated as a function 
of the socio-demographic variables. As Rabe-Hesketh and Skrondal (2002) propose, we 
model the hierarchical ordinal probit model using the gllamm function in STATA 13. With 
this third model we can assess scale perception bias and its sources. By reviewing the 
unidimensionality of the scale we will assess vignette equivalence in each domain. 
Unidimensionality means that the constant terms of the thresholds need to be ordinal 
increasing.  
3.5. Results  
3.5.1. Correlations 
The correlation table (see Table 3.4) shows self-assessment in the domain consumer 
activism has the lowest correlation with energy reduction (r = .49, p<.01) and a slightly higher 
correlation with pro-environmental purchases (r=.58, p<.01). Self-assessments in the domains 
energy reduction and pro-environmental purchases are most highly correlated with each other 
(r= .62, p<.01). As expected, participative efficacy in the domains is related. 
We also assess the correlations between the self-assessments and the responses to the 
high vignette of each domain (Table 3.4). The high vignettes on a particular domain are 
always higher correlated to the self-assessment of the same domain (energy reduction: r = .55, 
p<.01; pro-environmental purchases: r = .55, p<.01; environmental activism: r = .40, p<.01) 
than with the high vignettes on the other two domains.  
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3.5.2. Models 
The estimates of the unadjusted model, the non-parametric adjusted model and the 
parametric adjusted model for each of the three domains are presented in Table 3.5. For 
energy reduction, no statistically significant relationships appear in the unadjusted model 
between the demographic variables and participative efficacy. Next, we move to the two 
models that are corrected for scale perception bias. In the non-parametric adjusted model, 
there is a positive relationship with education level as expressed in the odds ratio (OR) (educ - 
middle: OR = 1.49, p<.05; educ - high: OR = 2.01, p<.01). The odds of moving to a higher 
level of participative efficacy doubles for higher educated people compared to the lowest level 
of education (educ - low, the reference category). Finally, we see similar results in the 
parametric adjusted model and where the relationship between education level and 
participative efficacy is again confirmed (educ - middle: OR = 1.24, p<.10; educ -high: OR = 
1.66, p<.01). Both adjusted models indicate that higher educated will consider they have more 
participative efficacy in the domain of energy reduction. This relationship only becomes 
evident in the non-parametric and parametrical adjusted models that correct for scale 
perception bias.  
Continuing with the indicators of model fit, we see that the parametric adjusted model 
for energy-reduction performs best. The weighted AIC is reduced from 2.38 in the unadjusted 
model to 2.31 in the parametric adjusted model. Furthermore, the weighted BIC is reduced 
from 2.41 in the unadjusted model to 2.36 in the parametric adjusted model. This is an extra 
confirmation that the parametric adjusted model would be preferred.  
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For pro-environmental purchases, the unadjusted model indicates participative 
efficacy is related to age in years (OR = 1.02, p<.01). Given the measurement of age in years, 
this means that a one year of age increases the odds of a person considering their participative 
efficacy one category higher by 2%; thus the odds of person moving to a higher answer 
category increases with 40% compared between a 20 year old and a 40 year old individual. 
There also is a positive relationship with higher levels of education compared to the base-
level of low (educ - middle: OR = 1.52, p<.01; educ - high: OR = 1.44, p = .05) and being 
female (OR = 1.40, p<.01). Thus, women and higher educated are more likely to consider 
themselves to have more participative efficacy. Continuing with the non-parametric adjusted 
model, the relationship with age persists (OR = 1.01, p<.01) and the relationship with 
education becomes more apparent than we see in the unadjusted model (educ - middle: OR = 
1.45, p<.05; educ - high: OR = 1.75, p<.01). The relationship with gender no longer persists 
(OR = 1.06, p>.1). A relationship for both age (OR = 1.01, p<.05) and education level (educ - 
middle: OR = 1.33, p<.05; educ - high: OR = 1.61, p<.01) persists and the relationship with 
gender is again not present (OR = 1.10, p>.1).  
We conclude that in the domain of pro-environmental purchases the results indicate 
that age is not related to scale perception bias, as the results remain unchanged in all the 
models. Higher educated people are more likely to ascribe themselves higher levels of 
participative efficacy, relations that becomes clearer if we adjust for scale perception. In 
contrast, the relationship with gender disappears when correcting for scale perception. This 
means that we would suspect are relation between gender and participative efficacy when 
using an unadjusted model and we would disregard this relation when we adjust the model for 
scale-perception. 
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Table 3.5 Parameter estimate results from the ordinal logistic regression analyses of the association 
between participative efficacy and demographic variables using an unadjusted model and two adjusted 
model in the domains energy reduction, pro-environmental purchases and environmental activism 
 Unadjusted model Non-parametric adjusted 
model 
Parametric adjusted 
model 
 OR (SE) p-value OR (SE) p-value OR (SE) p-value 
Energy reduction (n=1093) 
Age (in years) 1.00 (.00) 0.58 1.00 (.00) 0.56 1.00 (.00) 0.76 
Educ middle 1.04 (.16) 0.80 1.49 (.25) 0.02 1.24 (.16) 0.09 
Educ high 1.04 (.19) 0.85 2.01 (.36) 0.00 1.66 (.26) 0.00 
Gender (female) 1.18 (.15) 0.20 1.06 (.14) 0.65 1.06 (.11) 0.55 
Model fit       
AIC/N 2.38  2.50  2.31  
BIC/N 2.41  2.54  2.36  
Pro-environmental purchases (n=1084) 
Age 1.02 (.00) 0.00 1.01 (.00) 0.00 1.01 (.00) 0.02 
Educ middle 1.52 (.23) 0.01 1.45 (.26) 0.04 1.33 (.18) 0.03 
Educ high 1.44 (.27) 0.05 1.75 (.33) 0.00 1.61 (.25) 0.00 
Gender (female) 1.40 (.18) 0.01 1.06 (.14) 0.67 1.10 (.12) 0.40 
Model fit        
AIC/N 2.39  2.55  2.41   
BIC/N 2.43  2.59  2.46   
Environmental activism (n=1023) 
Age 1.02 (.00) 0.00 1.02 (.00) 0.00 1.01 (.00) 0.00 
Educ middle  .95 (.15) 0.75 1.23 (.20) 0.19 1.06 (.12) 0.59 
Educ high  .99 (.18) 0.98 1.37 (.23) 0.06 1.27 (.17) 0.06 
Gender (female) 1.12 (.15) 0.37  .81 (.10) 0.11  .89 (.08) 0.20 
Model fit            
AIC/N 2.98  3.01  2.74   
BIC/N 3.02  3.05  2.79   
Note: The base levels are the lowest level of education and male and younger in age. This means that the 
reference category for the entire model is lower educated, male and young. 
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If we look at the fit statistics for the unadjusted and the two adjusted models in the 
domain of pro-environmental purchases, we do see that the unadjusted model seems to 
perform best. The weighted AIC is 2.39 in the unadjusted model, which is less than the AIC 
results for both adjusted models (2.55 and 2.41 respectively). The weighted BIC also indicates 
that the unadjusted model performs best. Here, the weighted BIC is 2.43 for the unadjusted 
model and 2.46 for the parametrically adjusted models. However, it is important to note that 
the parametric adjusted model would still be preferred if the results of the unadjusted model 
are biased by scale perception because the adjusted models are a more accurate representation 
of the true levels of participative efficacy in the population. 
Finally, in the domain of environmental activism the following parameter estimates 
are found. In the unadjusted model there is a relationship between age and participative 
efficacy (OR = 1.02, p<.01). The relationship with age persists in the non-parametric adjusted 
model (OR = 1.02, p<.01). Moreover, there is a moderately significant relationship with 
higher education (OR = 1.37, p<.06). In the parametric adjusted model the relationship with 
age is again present (OR = 1.02, p<.01) as is the relationship with the highest level of 
education (OR = 1.27, p=.06).  
With regards to the model fit statistics, the weighted AIC and weighted BIC are 
smallest in the parametric adjusted model. The weighted AIC reduces from 2.98 in the 
unadjusted model to 2.74 in the parametrically adjusted model. The weighted BIC reduces 
from 3.02 to 2.79. The reductions in AIC and BIC indicate that the parametric adjusted model 
performs best in domain of environmental activism. However, it is important to review the 
assumptions of the anchoring vignettes before drawing conclusions about these results, which 
is what we do in the next section. 
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3.5.3 Scale perception bias 
What makes the parametric model unique is that we do not merely correct the self-
assessment for scale perception, but we also look at differences between the thresholds based 
on the demographic variables in the model. For each domain, we discuss the order of the 
constant terms and review the sources of heterogeneity for scale perception bias. The 
estimates of the thresholds are presented in Table 3.6.  
First, the vignette structure of the parametric adjusted model for energy reduction 
allows us to assume unidimensionality as the coefficients for each of the thresholds follow the 
expected upward pattern. As can be seen in the first column of Table 3.6, the constant term 
(presented as an odds ratio) for the threshold between the answering categories “nothing” and 
“very little” is .16 (p<.01). The constant terms for the subsequent thresholds move upwards 
(Constant 2-3: OR=.43; Constant 3-4: OR=.55 and Constant 4-5: OR=1.19). The increasing 
order shows vignette equivalence in the energy reduction domain. We then look at the effect 
of the education level on the placement of the individual thresholds. A higher education level 
raises the location of the threshold between “nothing” and “very little” (educ - middle: OR = 
1.26, p<.05; educ - high: OR = 1.80, p<.01). For higher educated people, the actual level of 
participative efficacy belief is more likely to be judged as “nothing” than “very little”. 
Similarly, higher educated are more likely to lower the threshold between the two highest 
categories (educ - high: OR = .73, p<.01). Higher educated people are more likely to judge the 
same actual level of participative efficacy as “not little/not much”.  
Next, we examine the vignette structure of the parametric adjusted model for pro-
environmental purchases. The constant term for the threshold between “nothing” and “very 
little” is .25 (p<.01). The constant terms for the subsequent thresholds move upward, 
supporting vignette equivalence. Again higher educated are more likely to raise the lowest 
threshold (educ - high: OR = 1.68, p<.01) and lower the highest threshold (educ - high: OR = 
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.72, p<.01), meaning that they have significant higher thresholds as to what constitutes 
participative efficacy in the domain of pro-environmental purchases. Summarizing, higher 
educated people have higher thresholds as to what constitutes environmental participative 
efficacy in both the domain of energy reduction as well as pro-environmental purchases. 
Finally, the parametric model for environmental activism proves to be problematic. 
We see that the construct is not unidimensional as the coefficients of the thresholds do not 
move upwards, thus violating vignette equivalence. The constant term for the threshold do not 
follow the expected upward pattern (Constant 1-2: OR=.56; Constant 2-3: OR=.39; Constant 
3-4: OR=.53 and Constant 4-5: OR=1.10). These constant terms are thus not moving upwards, 
which would indicate lack of unidimensionality, making an interpretation of the adjusted 
models unadvisable. We discuss the implications of these results in our discussion. 
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3.6. Discussion 
Environmental psychology still depends highly on self-disclosure by respondents 
(Kormos & Gifford, 2014). Anchoring vignettes could help to detect and correct bias resulting 
from scale perception. Well-specified anchoring vignettes can provide this improvement. 
However, the anchoring vignettes can also be critiqued for their dependency on the 
underlying assumptions and the difficulty of verifying response consistency (Au & Lorgelly, 
2014). By exploring the use of anchoring vignettes in multiple domains, we were able to get a 
more complete picture of the appropriateness of the method for research in environmental 
psychology.  
We find the parametrically adjusted models that account for scale perception bias to be 
correctly specified in the domains energy reduction and pro-environmental purchases. 
Heterogeneous responses are related to education level both in the domain of energy 
reduction as well as pro-environmental purchases. Higher educated people are more likely to 
attribute themselves higher levels of environmental participative efficacy than lower educated 
people in these two domains, which is in line with their behavioural patterns (De Silva & 
Pownall, 2014; Meyer, 2015). In the domain of pro-environmental purchases one would have 
come to this conclusion using only an unadjusted model. However, the relationship between 
education level and participative efficacy only becomes evident in the adjusted models of the 
energy reduction domain. Reviewing an unadjusted model would thus not reveal that people 
with a higher education level consider themselves to have more participative efficacy. The 
relationship between education level and participative efficacy is not visible in an unadjusted 
models because higher educated people also have higher standards as to what constitutes a 
contribution to environmental engagement than lower educated people.  
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Violations of the anchoring vignette assumptions need to be addressed, as we did find 
a violation of vignette equivalence for the domain of environmental activism. This means that 
the anchoring vignettes as they are now cannot be used in research on participative efficacy. 
We see two possible explanations for the vignette equivalence violation. First, the violation of 
vignette equivalence could be caused by the fact that the construct is not unidimensional. This 
would mean that the domain is not delineated correctly and we are measuring more than one 
construct. Although the source of the violation of vignette equivalence in the environmental 
activism domain is not clear, this result does indicate that the environmental activism domain 
is more complex than the other two domains we reviewed (Dono, et al., 2010; Geiger & 
Swim, 2016). Delineating the domain of environmental activism could thus still be a field that 
deserves more attention as also discussed by Dalton (2015). Second, individuals may use 
different standards to rate their own participative efficacy than that of others when it comes to 
this domain, resulting in non-consistent scale perception bias. The same respondent might 
have a different scale perception bias for the self-assessment question than for the vignette for 
environmental activism, resulting in different criteria for the thresholds in this self-assessment 
and the related judgment of others (King & Wand, 2007).  
We chose the domains energy-reduction, pro-environmental purchases and 
environmental activism because we wanted to explore the successful use of anchoring 
vignettes in a diverse range of domains for environmental engagement. We can conclude that 
anchoring vignettes work differently for each of these domains.  
3.7. Conclusion 
We emphasize that the merit of developing anchoring vignettes goes beyond 
methodological issues. It is an exercise that forces the researcher to delineate the exact 
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meaning and boundaries of a construct. Our results contribute to the optimization of 
measurement in research on abstract constructs such as environmental engagement.  
Anchoring vignettes can only become a valuable survey instrument in environmental 
psychology if they are developed correctly and the underlying assumptions are scrutinized 
every time the approach is used in a different group (Grol-Prokopczyk, Verdes-Tennant, 
McEniry, & Ispány, 2015). The anchoring vignettes could provide an opportunity to research 
different combinations of domains. However, the assumption of response consistency is not 
easily adhered to in different environmental domains.  
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ABSTRACT 
To remain societally relevant, non-profit organizations (NPOs) look for a structural inflow of 
donations from individuals. We conceptualize donations as choices in which the values of 
donors influence both the general donation likelihood as well as the choice for a specific 
NPO. We collect unique data sets to develop a new instrument to measure NPO values based 
on Schwartz values theory and glean insights into an individual’s donation portfolio based on 
these NPO values. We use a two-stage analytical procedure, which is novel in this research 
area. The first stage shows that the personal value universalism drives the general decision to 
donate. The second stage reveals that donating to a specific NPO depends on how congruent 
the NPO values of an organization are with individuals’ own NPO values. We also illustrate 
how the distinct NPO values are relevant to the donation decision.  
 
Keywords: NPO marketing, value congruity, personal values, charitable donations.  
  
Chapter IV. Choosing your charity: 
the importance of value congruence 
between individual and NPO in a two-
stage donation choice.  
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4.1. Introduction 
Receiving monetary donations is critical to non-profit organizations (NPOs) because it 
enables them to fund their charitable programs and it legitimizes the organization’s existence. 
The European context of NPOs is highly competitive and dynamic. Europeans give 
approximately 0.2% of their gross domestic product as donations and these donations are 
distributed over a substantial number of organizations (130,000 in Europe versus 100,000 in 
the United States). The average spending/assets ratio of these foundations is 12% in Europe 
versus 7% in the United States (Fondation de France, 2015). The dynamic nature of the 
European competitive NPO landscape thus gives a large impetus to professionalization of 
fundraising efforts in the sector. With the increasing competition between NPOs to attract 
potential donors (Botner, Mishra, & Mishra, 2015), committed individual donors provide a 
solid inflow of funds and evidence of their societal relevance (Reed, Aquino, & Levy, 2007). 
Marketing literature has shown increased interest in individuals’ ad hoc donations 
(i.e., immediate or door-to-door requests) (e.g., Winterich, Zhang, & Mittal, 2012). However, 
non-requested individual donations are still most relevant to NPOs long-term resilience. 
These donations need a different research approach, as they suggest durable relationships 
between a donor and the NPO emerging from stable charitable motives and a true connection 
between the donor and the organization. These motives pertain to the core values of NPOs 
and thus require to be integrated in NPO fundraising strategy (Stride, 2006). Moreover, they 
necessitate an understanding of the role values play in the donation choice of an individual. 
As we put values central to our argument, we first provide a background on values theory as 
developed by Schwartz (1992) and then discuss the aim and contributions of this chapter.  
4.1.1. Values theory 
The point of departure for our research is the currently dominant theory on personal 
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values by Schwartz (1992). This theory is proven to be universal in over 70 nations using 
different measurement instruments (Cieciuch, Schwartz, & Vecchione, 2013). Values serve as 
guiding principles in people’s life that underlie numerous different dispositions and 
behaviours (Schwartz, 2015). Schwartz theory consists of ten values: benevolence, 
universalism, self-direction, stimulation, hedonism, achievement, security, conformity, and 
tradition. These 10 values are ordered in a circular structure (see Figure 4.1 and Table 4.1) 
illuminating the compatibilities and oppositions that exist among values.  
 
 
Figure 4.1. Schwartz values circumplex (adopted from Schwartz, 1992) 
 
Two important characteristics follow from the circumplex structure. First, values that 
are adjacent to each other are compatible and are more likely to be held strongly by the same 
person. Second, opposing values such as power and universalism include a trade-off between 
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openness to people who are different (universalism) and having dominance over others 
(power). Benevolence and universalism thus share a concern for other people; the value 
power opposes universalism with a focus on the own power and the self. Recent research 
shows that the circular structure not only exists across individuals, but also within (Borg, 
Bardi, & Schwartz, 2017). This implies that individuals also have a values profile in which 
the compatibilities and oppositions are present.  
Consumers are more likely to respond favourably to people and messages that are 
compatible with their own values (Torelli, Özsomer, Carvalho & Maehle, 2012). Value 
congruence has been considered an important driver of individual decision-making in other 
fields such as service encounters (Zhang & Bloemer, 2008). Most prominently has been the 
research in the field of organization studies (Brown & Treviño, 2009; Edwards & Cable, 
2009; Schuh, et al., 2016). For example, the congruence between an employee and an 
organization’s values is found to influence numerous favourable outcomes such as job 
satisfaction and organizational identification (Edwards & Cable, 2009). With the increased 
focus of NPO strategy on the core values of the NPO organization (Stride, 2006), we 
investigate the potential of value congruence to predict donation behaviour to a specific non-
profit organization. 
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Table 4.1. Definitions of value types and the items that represent and measure them (from Bardi and 
Schwartz, 2003) 
Value type Description 
Universalism:  Understanding, appreciation, tolerance and protection of the welfare of all 
people and of nature (broadminded, wisdom, social justice, equality, a world 
at peace, a world of beauty, unity with nature, protecting the environment) 
Benevolence:  Preservation and enhancement of the welfare of people with whom one is in 
frequent personal contact (helpful, honest, forgiving, loyal, responsible) 
Tradition:  Respect, commitment and acceptance of the customs and ideas that 
traditional culture or religion provide the self (humble, accepting my portion 
in life, devout, respect for tradition, moderate) 
Conformity:  Restraint of actions, inclinations, and impulses likely to upset or harm others 
and violate social expectations or norms (politeness, obedient, self-
discipline, honouring parents and elders) 
Security:  Safety, harmony and stability of society, of relationships, and of self (family 
security, national security, social order, clean, reciprocation of favours) 
Power:  Social status and prestige, control or dominance over people and resources 
(social power, authority, wealth) 
Achievement:  Personal success through demonstrating competence according to social 
standards (successful, capable, ambitious, influential) 
Hedonism:  Pleasure and sensuous gratification for oneself (pleasure, enjoying life)  
Stimulation:  Excitement, novelty, and challenge in life (daring, a varied life, an exciting 
life) 
Self-
direction:  
Independent thought and action-choosing, creating, exploring (creativity, 
freedom, independent, curious, choosing own goals) 
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4.1.2. Aim and contributions 
Professionalization for NPOs entails that fundraisers make critical decisions about the 
positioning of their NPO in a competitive fundraising landscape. Do they portray themselves 
as, for example, an activist group or a research-oriented organization? It is difficult to develop 
a distinctive and effective positioning based on the core values of the organization. Therefore, 
fundraisers require precise knowledge of the values related to NPOs (Bennett & Savani, 
2011). Congruence with donor NPO values, beyond general motives to give, allows the NPO 
to differentiate from other organizations in the charitable sector and appeal to a more specific 
group of potential donors. Failing to do so may create a situation in which all NPOs target the 
same group of potential donors, appealing to their general donation motives only. 
Scant research has investigated the combination of factors affecting the willingness to 
make monetary donations to any NPO in general (Bekkers & Wiepking, 2011; Lee & Chang, 
2007; Stern, 2000) and factors affecting donations to a specific NPO (Peattie, 2015; Sargeant, 
Ford, & Hudson, 2008). However, these two have not been combined. This gap in the 
literature makes it difficult to gain deeper insights into the relationship between NPO-
individual value congruence and the likelihood of receiving a donation, given that people with 
particular values are generally more likely to make charitable donations.  
In this study, we take a novel approach and treat monetary donations as a two-stage 
process using a Heckman (1979) selection model where the first stage is the decision to make 
any donation and the second is the choice of a specific organization. General motivational 
factors work as driving mechanisms affecting all donation decisions of a person because 
donations are a form of pro-social behaviour (Lee & Chang, 2007). Although this effect has 
been reported in several other studies (e.g., Van Diepen, Donkers, & Franses, 2009), it is 
generally neglected in research on donations to specific NPOs. Therefore, a specific NPO 
should determine what motivates a donation to their organization in comparison with other 
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organizations beyond drivers that encourage donations to all NPOs in general. Positioning 
using specific values and differentiating on these values can be crucial to attract and retain 
donors.  
The aim of this essay is to identify the relation between NPO value congruence and 
donations to specific NPOs, taking into account personal values. People often donate to 
multiple organizations and we include 13 of the largest NPOs in the Dutch market, providing 
insight into the competitive landscape when studying donations to NPOs. This study is novel 
in its assessment of the values profiles of NPO’s compared to their competitors. The 
competition between NPOs is critical because we are able to determine which specific NPO 
values attributed to a NPO increase the likelihood of receiving a donation in a set of NPOs. 
As it is difficult for NPOs to differentiate on values that drive the general inclination to 
donate, differentiating on specific NPO values makes it more likely for an organization to 
receive a donation from an individual who considers the values disseminated by the specific 
organization as important.  
In the next section, we discuss prior literature on charitable donations. Subsequently, 
we put forth our hypotheses on relations between values, NPO value congruence and 
donations in a two-stage donation decision. Next, we describe the data, the specifications of 
the model and the results of the analysis. We conclude with a discussion of the most important 
findings, theoretical and managerial implications, and suggestions for further research.  
4.2. Literature overview of donations as a two-stage process 
The pro-social consumer behaviour literature illustrates that people can engage in a 
wide range of activities if they want to make a positive contribution to society, one of which 
is donating to an NPO (Langen, 2011). Examples include sustainable purchase decisions 
(Tanner & Kast, 2003) and engagement in environmental programs (Goldstein, Cialdini & 
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Griskevicius, 2008). What unites all these activities is that they allow individuals to engage in 
a larger societal goal (Stern, 2000). Charitable donations are motivated by values, altruism, 
efficacy and the awareness of a need (Bekkers & Wiepking, 2011). These factors can drive 
pro-social consumer behaviour in general, and are not necessarily limited to monetary 
donations. For example, a person can believe that purchasing sustainable dairy products is an 
effective way to make a societal contribution (Vermeir & Verbeke, 2008).  
Personal values are relevant to pro-social behaviour because they precede the 
behaviour and activate norms, meaning that they guide people in pursuing specific goals 
(Brunsø, Scholderer & Grunert, 2004; Krystallis, Vassallo & Chryssohoidis, 2012; Thøgersen 
& Ölander, 2002). In particular, universalism (Schwartz, 1992) stands out as a personal value 
critical to a motivated engagement in pro-social behaviour such as volunteering and support 
of civic groups (Karp, 1996; Schultz et al., 2005) and can prompt people to pursue pro-social 
behaviour as an important goal in their lives (Briggs, Peterson & Gregory, 2010). Because a 
monetary donation to an NPO constitutes pro-social behaviour (Webb, 2000), we expect the 
extent to which people consider universalism as a goal in their lives to be a key driver to 
donations in general. Thus: 
 
H1. The value universalism will have a positive effect on the likelihood of making a monetary 
donation to any NPO.  
 
For a focused view of donations to specific NPOs, it is necessary to examine the 
characteristics of that NPO. Identification with an organization is an important driver of 
organizational attractiveness (Marin & Ruiz, 2007). Previous research on donations to specific 
NPOs reveals that people choose to donate to an organization because they believe it best 
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represents their own concerns (Boenigk & Helmig, 2013). Although most characteristics are 
consistent across NPOs, initial evidence shows that NPOs do differ in characteristics and thus 
do compete with each other on these characteristics (Voeth & Herbst, 2008).  
A central theme in the literature regarding donations to specific NPOs is that 
identification with an NPO arises when the NPO is congruent with a person’s self-concept 
(Winterich et al., 2012). Congruence of the self and the organization thus helps to guide donor 
decisions. In particular, Bennett (2003) found that a donation to a specific NPO relates to a 
donor’s evaluation of the NPO’s alignment with the values the donor considers important. We 
refer to these values as NPO values.  
Central to our approach is the congruence between the NPO values the organization 
disseminates and the NPO values an individual considers important. When identifying with a 
particular organization, people feel connected to the organization because of the NPO values 
they have in common with that organization (Dutton, Dukerich, & Harquail, 1994). People 
should thus appreciate an NPO more if they perceive congruence between their own NPO 
values and the full set of NPO values of the organization (Bhattacharya & Elsbach, 2002).  
We define an NPO values profile as a set of values based on the theory of Schwartz 
and suitable in the context of non-profit organizations. The relevance of Schwartz values for 
evaluating brands has previously been explained by Torelli et al. (2012) and has the 
propensity to add worth beyond the functional associations with NPOs (Batra & Keller 2016). 
NPO value congruence is thus the result of several NPO values that are similarly related to 
each other for both the individual as well as the organization. 
The congruence between the NPO values profile of an individual and NPO values 
profile of the organization are expected to predict donations to that particular organization. 
We thus do not focus on particular NPO values, but review NPO value congruence on the 
entire values profile. Therefore our second hypothesis states: 
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H2. NPO value congruence between an individual and a specific NPO will have a positive 
effect on the likelihood to donate to that specific NPO.  
 
Testing this last hypothesis entails measuring value congruence between an individual 
and an NPO. As this measurement must go beyond people’s general charitable motives for 
making donations, we require a new measurement instrument to capture the NPO values. The 
measurement instrument is developed to combine both the diversity in NPO values between 
NPO’s as well as the diversity in NPO values that are relevant to donation decisions. We build 
upon the work by Brown and Trevino (2006) who did a similar exercise in the context of 
personnel. The next section first describes the development of our new NPO values 
measurement instrument.  
4.3. Description of data and analytical approach 
All survey data in this chapter were collected online among consumers representative 
of the adult population in the Netherlands. GfK Netherlands executed the data collection. We 
used different time points of data collection to avoid common method bias (Podsakoff, 
MacKenzie, Lee, & Podsakoff, 2003). Our study began with the development and validation 
of NPO values. We then tested our hypotheses using another consumer group. Table 4.2 
presents the data collection process.  
4.3.1. Development and validation of NPO values 
The development process consisted of three steps: (1) item generation through a 
review of the literature and a consultation with experts in the field, (2) item reduction based 
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on the results of a quantitative pilot using a consumer sample and expert consultations, (3) 
validation of NPO values profile assessing item diversity across NPOs.  
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Table 4.2. Overview of data collection 
 Goal Source 
(1) Development of NPO 
value measure 
Item generation for 
NPO values 
Literature review: Initial set 
of items 
Field experts: Addition of 
items considered relevant in 
practice. 
 
Item reduction for NPO 
values 
Consumer panel (n = 628): 
Evaluation of importance 
attributed items for NPOs in 
general.  
 
 
Item validation for 
NPO values 
Field experts: Review of 
managerial relevance of 
selected items 
(2) NPO value measure Obtain NPO values as 
perceived by general 
public 
Consumer panel (n = 1670): 
NPO values for 13 different 
NPOs 
(3) Individual donation 
measures 
Obtain individual-
specific measures 
Consumer panel (n = 2119): 
Measurement of dependent 
variable (donation 
behaviour), importance 
attributed to NPO value 
items, universalism, 
perceived reputation of the 
charitable sector, and 
individual-specific control 
variables 
(4) NPO publicity 
spending 
Obtain NPO-specific 
measure to capture 
NPO spending on 
publicity 
Publically available online: 
Retrieving background 
information on NPOs 
regarding budget for 
publicity. 
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4.3.1.1. Item generation 
The first step was generating an initial set of NPO values that capture the diversity of 
what people find important for NPOs and what differentiates NPOs from each other. 
Following the work of Bennett (2003), we grounded our preliminary set of NPO value items 
in the diversity of items appearing in Schwartz’s (1992) values theory. The value items need 
to apply to specific organizations so that NPOs can be distinguished on the basis of these 
items. The development of the NPO value items differs from what would be expected in 
constructing a reflective scale, because we are aiming at finding items on which people 
respond differently and that do not reflect a one-dimensional construct (Weber & Federico, 
2013), but reflect the structure of the Schwartz’ values circumplex.  
We compiled the initial list with experts in the field; marketing managers of 13 
different NPOs reflected on the relevance of the items to the Dutch setting and suggested 
items considered key in their own organization. This process resulted in a list of 79 items that 
could capture the diversity in people’s associations with different NPOs.  
4.3.1.2. Item reduction 
The second step involved reducing the number of items generated. In this, we 
followed the work of Stride and Higgs (2014) and Zhang and Bloemer (2008) to determine 
the value items. We employed a consumer sample representative of the population, with 628 
respondents rating the full list of 79 items. To select the final set of items we adopted a 
clustering approach to find the items on which people responded most divergently (Hennig-
Thurau, Gwinner, Walsh, & Gremler, 2004; Hill, Beatty, & Walsh, 2013). We first ipsatized 
the full set of items within individuals as we are comparing relative importance of the items as 
is customary in values research (following Schwartz, 2007). Next we clustered respondents on 
responses to these items using hierarchical cluster analysis using the Ward method. We 
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employed the elbow criterion to determine the appropriate number of clusters and found that 
three or four clusters were suitable. A subsequent discriminant analysis of this outcome 
showed that the percentage of correctly classified respondents was 80.6% in the three-cluster 
solution and 71.7% in the four-cluster solution based on the set of items. Therefore, we 
proceeded with three clusters. 
To select the NPO value items that best differentiated these three clusters, we 
examined all items separately in an analysis of variance, with cluster membership as the 
independent variable. We reviewed the F-statistics for each of the items and used post hoc 
analysis (Tukey-B) to compare which items differentiated best between clusters of 
individuals. We then came up with a list of the best differentiating items and discussed them 
with experts to ensure that the items also reflected the differences between NPOs. This 
process resulted in a set of 16 items.  
4.3.1.3. Validation of NPO values profile 
The following step was the measurement of the 16 selected NPO value items in a large 
sample representing the general public. The primary focus of this next step was to investigate 
whether NPOs can be distinguished from each other on the NPO value items. We collected 
data for 13 large NPOs in the Netherlands. Data collection took place in June 2015. 
Respondents from a consumer panel were selected into the sample if they indicated being 
familiar with at least one of the 13 NPOs in our study, which is in line with the argumentation 
that people are only able to evaluate an organization if they are familiar with it (Yoo, Donthu, 
& Lee, 2000).  
The respondents were requested to evaluate a given NPO on each of the 16 value 
items. This approach is similar to previous research (Sargeant et al., 2008; Voeth & Herbst, 
2008). We used a 7-point Likert scale for measuring the items. Each respondent rated one to 
four of the NPOs with which they were familiar, resulting in each NPO being rated by 
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approximately 500 respondents. This resulted in a total of 6637 respondent-NPO 
combinations, implying that each respondent assessed 3,98 charities. To check how 
divergently the NPOs were scored on each of the 16 items, we performed an analysis of 
variance with all 16 items and assessed the differences for the full set of 13 NPOs. The results 
showed that all but one of the items differentiated among the set of NPOs (p = .087; F-test). 
We decided to eliminate this non-differentiating item. 
These three steps resulted in a total of 15 items that capture diversity in NPO values 
profiles (see Table 4.3). A central characteristic of the selected NPO value items is that they 
not only are considered relevant to a diverse range of NPOs but also enable differentiating 
NPOs from one another.  
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Table 4.3. NPO value items 
Item Content 
Value items formulated as ‘NPO X [item 1–item 15]’, with the question ‘It is 
important for charitable organizations to [item 1–item 15]’  
1 … provide equal opportunities to all people. 
2 … help to preserve the earth for future generations. 
3 … being loyal to donors and volunteers. 
4 … work on small-scale projects.  
5 … show warmth. 
6 … stay true to own values and philosophy. 
7 … avoid things that can be dangerous to the organization, for instance financial risks.  
8 … collect a lot of money. 
9 … utilize and support scientific research.  
10 … offer something fun to donors. 
11 … give donors a good feeling. 
12 … endeavour into risky projects to get attention for their goals.  
13 … start up challenging projects.  
14 … make sure people can live their lives the way they want to live it. 
15 … change society. 
 
4.3.2. Data collection for hypothesis testing 
Next, we collected data on donations and individual characteristics in a large 
consumer sample. The survey was sent to 2563 people, of whom 2119 fully completed the 
survey resulting in a response rate of 82.7%. We focus on the same set of 13 NPOs. These 
organizations together cover approximately 29% of the total direct donations in the 
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Netherlands and cover all major areas of NPO specialties, such as health, international health, 
international development advocacy, and environmental issues.  
4.3.2.1. Measures 
To determine donating behaviour, respondents were asked about their monetary 
donations to each familiar NPO in terms of donating in response to door-to-door actions, 
periodic giving, and one-time donations. For the purpose of clarity, we combined the latter 
two categories in our subsequent analyses to form a dichotomous measure indicating 
donations and thus excluding door-to-door charitable donations. Only if respondents indicated 
being familiar with an NPO were they asked about their donations to it. 
As requesting exact donation amounts would have led to response fatigue and is often 
ill-advised (Bosnjak & Tuten, 2001), we asked only the amount of money donated to NPOs in 
general with one question using an ordinal scale with five intervals. We found that 16% of the 
sample does not make any donations, 31% donates up to €20, 17% donates between €20 and 
€50, 14% donates between €50 and €100, 11% donates between €100 and €200, and 12% 
donates more than €200 per year5.  
We also measured the importance attributed to each of the NPO value items (see Table 
4.3); note that the items are directed at the importance attributed to associations with 
charitable organizations in general. The items are measured on a 7-point scale ranging from 
totally disagree to totally agree. 
We measured the 21 Schwartz value items on a 6-point scale using the short Portrait 
Value Questionnaire (PVQ) as available in the European Social Survey (Schwartz, 2007). As 
additional control variables, we included age, gender, income, and education and perceived 
                                                 
5
 We also used this measure to check for the accuracy of the self-reported donation choices to specific NPOs, 
which is the dependent variable of our analysis. From the reported amounts donated, we removed 38 respondents 
from the data set because the number of NPOs they indicated donating to would lead to a structural donation of 
less than €5 per NPO per year.  
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reputation of the charitable sector. We included these control variables because they capture 
different aspects related to donations as found in the literature (Lee & Chang, 2007). 
Perceived reputation of charitable sector consists of five items on a 7-point scale. The latter 
scale resembles the items used in the literature (Bennett, 2003; Michel & Rieunier, 2012; 
Webb et al., 2000). The items cover trustworthiness, performance, and accountability 
(Sarstedt & Schloderer, 2010).  
We measured education in three categories (low/middle/high), in accordance with the 
Dutch education system. For ease of interpretation, income groups reflect codes in terms of 
the average of seven income groups in thousands of euros: 6250 for <€12,500; 19500 for 
€12,501– €26,500; 29750 for €26,501–€33,000; 36250 for €33,001–€39,500; 52750 for 
€39,501–€66,000; 72250 for €66,001–€78,500; 91000 for >€78,501; and €29750 (the 
average) for people who did not provide their income level. For the latter group, we also 
included a dummy variable indicating the provision of income information. We measured age 
in years.  
We also added information on publicity expenditures by each NPO as a control 
variable that is not directly linked to donation likelihood. This variable can help capture the 
difference between NPOs in their focus on receiving money from the general public. Some 
organizations are more focused on institutional donors, which can influence the donor-
focused fundraising model. As a proxy for this variable, we used the euro amount spent on 
‘publicity and communication’ in 2014. This information was publicly available for 12 of the 
13 organizations included in the data set6. To normalize this variable, we take the natural 
logarithm.  
 
                                                 
6
 Data is available on the publically accessible website: www.cbf.nl. Data from 2014 is utilized. We assigned 
the mean for the one organization for which spending on publicity and communication was missing. 
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4.3.2.3. Data characteristics 
The characteristics of the data are as follows: 38% of the respondents indicated being 
a donor of at least one of the 13 organizations. Of this group, 43% donate to one organization; 
44% donate to two to five organizations, and 13% donate to six or more organizations. This 
underpins our theoretical argumentation to consider two steps in monetary donations: (1) 
being a donor in general and (2) becoming a donor of one or more specific organizations. To 
further investigate our argumentation, we checked whether there were differences between the 
values of the group of non-donors and donors using a t-test (presented in Table 4.4). In 
general, donors scored higher than non-donors on universalism (Mdonor = 4.7 vs. Mnon-donor = 
4.4, p < .001) and benevolence (Mdonor = 4.8 vs. Mnon-donor = 4.6, p < .001). Donors score lower 
on the values security (Mdonor = 4.0 vs. Mnon-donor = 4.1, p < .05), power (Mdonor = 2.9 vs. Mnon-
donor = 3.1, p < .001), achievement (Mdonor = 3.3 vs. Mnon-donor = 3.4, p < .01), hedonism (Mdonor 
= 3.8 vs. Mnon-donor = 4.0, p < .001) and stimulation (Mdonor = 3.3 vs. Mnon-donor = 3.5, p < .001).  
For the control variables, the perceived reputation of the charitable sector is 
significantly higher among donors (Mdonor = 4.1 vs. Mnon-donor = 3.4, p < .001). Donors also had 
a higher mean age, and the percentage of donors with a high income and education level was 
significantly higher. These findings lend support to the notion that donors differ from non-
donors when it comes to demographic characteristics, universalism and perceived reputation 
of the charitable sector. These variables can affect all donation decisions, providing support 
for further inspection of this issue in a two-stage process.  
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Table 4.4. Differences between donors and non-donors 
 Mean for donors to any 
NPO 
(N = 806) 
Mean of non-donors 
(N = 1313) 
p-value 
Universalism 4.7 4.4 < .001 
Benevolence 4.8 4.6 < .001 
Tradition 3.9 3.9 > .1 
Conformity 4.1 4.0 > .1 
Security 4.0 4.1 <.05 
Power 2.9 3.1 <.001 
Achievement 3.3 3.4 <.01 
Hedonism 3.8 4.0 < .001 
Stimulation 3.3 3.5 < .001 
Self-direction 4.4 4.4 >.1 
Perceived reputation of 
charitable sector 
4.1 3.4 < .001 
Age 55.3 years 48.2 years < .001 
Income 
(high) 
41.8%  27.9% < .001 
Education (high) 30.7% 21.8% < .001 
Female 50.3% 48.9% 0.546 
 
4.3.4. NPO value congruence 
The calculation of the NPO congruence score requires some explanation. For each 
NPO there is a score on the 15 value items as described in Table 3. We construct a values 
profile of an NPO by averaging the score across individuals (NPO value measure - dataset). 
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This provides a profile on the 15 items for each NPO. Next, each individual (Individual 
donation measures - dataset) provided a NPO values profile for themselves by rating each of 
the 15 NPO value profiles as to what they find important in an NPO. This score becomes 
specific to an individual-NPO combination by relating the scores of the individual to the 
NPO. We construct the NPO value congruence score from the combination of both the 
aggregate value type scores (across all 15 value items) for NPOs and the individual-level 
value type scores, thus making the value congruence specific for each individual and each 
NPO. The NPO value congruence thus provides an identity score which is a correlation 
between the ratings of the individual and NPO on the value items and is thus a derived 
congruence score. This results in 13 value congruence scores per respondent because there are 
13 individual-NPO combinations.  
Value congruence is the degree of similarity between the NPO values profile of an 
organization and the NPO values profile of a respondent. We use the identity coefficient 
(Zegers & Ten Berge, 1985) to measure the congruence between the perceived NPOs’ values 
as perceived by the individual and the values of the NPO (as discussed in section 3.1). We 
construct the NPO value congruence measure in this way mainly because doing so allows us 
to calculate a measure that is both specific to each individual and specific for each NPO. The 
identity coefficient provides a score between -1.0 and 1.0, where 1.0 is perfect congruence. 
Next, we discuss the properties of the NPO values and the relation with Schwartz values. 
4.3.4.1. Properties of NPO values and relation with Schwartz values 
As we introduce a new measurement instrument for NPO - person value congruence, 
we now discuss the properties of this measure. The correlations between the 15 NPO value 
items, their means, and standard deviations appear in Appendix 4A. The results indicate that 
the value item people on average find most important is item 1 (about providing equal 
opportunities to all people) with a mean of 5.5 (SD = 1.4). The item people find least 
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important is item 10, which involves offering something fun to donors (M = 3.4, SD = 1.6). 
This is the item organizations were scored lowest on at the aggregate level (M = 3.43, SD = 
1.5). Organizations scored highest on item 6 (M = 4.9, SD = .08), which involves staying true 
to the organization’s values and philosophy. 
Theoretically, the congruence between an individual and a NPO lies between -1 and 1, 
where 0 indicates no congruence between an NPO and an individual. The mean of the 
congruence value is .19, which significantly differs from 0. The minimum and maximum are -
.71 and .72. Visual inspection also confirms a normal distribution of the variable. The 
standard deviation of the congruence with different NPOs within an individual is .13, 
implying that individuals’ NPO values are more congruent with one NPO than with another. 
To determine whether the NPO values resemble Schwartz’ values, we assess the 
relations between the 15 NPO values and the 21 PVQ Schwartz values. To assess the relations 
between these two sets of items we employ non-linear canonical correlation analysis 
(Michailidis & De Leeuw, 1998; Van der Burg, De Leeuw, & Dijksterhuis 1994) using SPSS 
OVERALS. The major advantage of CCA is that it enables us to determine the correlation 
between the two sets of items (15 NPO items and 21 Schwartz value items), taking into 
account the ordinal measurement level of the items. Results show that an expected 2-
dimensional structure (cf. Schwartz) best describes the data (canonical correlations for the 
respective dimensions are .75 and .71); the first dimension distinguishes Schwartz’ values 
universalism from values on power, the second dimension distinguishes Schwartz’ security 
from self-direction. For the NPO value items, on the first dimension the opposition is between 
“equal opportunities” (item 1), “ next generations” (item 2) and “risky projects” (item 12), 
“fun for donors” (item 10); on the second dimension between “large sums of money” (item 8) 
(providing security) and “small projects” (item 4; enabling your own choice). These results 
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indicate that our developed NPO value items can serve as a measure to assess NPO values 
that resemble Schwartz personal values.  
4.4. Model development 
As discussed in the conceptual background of this study (section 2), the probability of 
donating to an NPO is best modelled when the choice of a specific NPO is conditional on 
general motivations to donate. We connect the two equations that represent the two stages in 
the model with each other using the Heckman (1979) selection model, which is suitable for 
this cross-sectional data analysis (DeMaris, 2014). The two equations of our probit regression 
model are 
 
Anydonori = γ 1 + γ 2UNIVi + γ 3-9 Controls + ɛi1,  
 
where Anydonori is a dummy indicating a donation to any of the 13 NPOs by 
individual i. All Controlsi are centered: sector reputation, age, income, dummy for 
stated income, education level, and gender; 
 
Conditional on Anydonori = 1,  
(1) 
Donorci = α2 + β1NPOVALUECONGRUENCEci + β 2LOG_PUBLICITYc + β 3-
8Demographicsi + β9 SELECTIONVAR+ υ0i + ɛci2,  
 
(2) 
where Donorci is a dummy indicating donation to NPO c by individual i;  
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NPOVALUECONGRUENCEci indicates the congruence between the NPO c and the 
individual i (measured by the identity coefficient); and LOG_PUBLICITYc is the natural 
logarithm of the amount (in euro) spent on publicity and communication in 2014, centered on 
the grand mean. 
The Heckman selection model is a non-hierarchical probit model. As we show, 
universalism and the perceived reputation of the sector are unique to the first equation, which 
estimates the general propensity to donate. In estimating the model in STATA 14, we use all 
2119 respondents. We then calculate the inverse Mills ratio and introduce this in the second 
model as a control (selection variable donor). This second model only includes donors to any 
of the 13 NPOs, which reduces the sample size to 809 respondents. 
4.4.1. Further evidence in support of Heckman selection 
To verify the robustness of the chosen selection model, we also estimate a 
simultaneous Heckman regression using cmp in STATA 14 on the entire sample of 2119 
respondents. Estimation of this Heckman regression is possible using iterative maximum 
likelihood estimation, in which the Newton–Raphson algorithm is used in combination with 
the Davidon–Fletcher–Powell algorithm (see De Haan, Verhoef, & Wiesel, 2015); following 
Antia, Zheng, and Frazier (2013), we employ the conditional mixed-process regression 
procedure developed by Roodman (2009). The appropriateness of the estimated two-stage 
process with Heckman selection is confirmed by the significant Wald chi-square statistic 
(3883.63; p < .001), which demonstrates that the predictors have satisfactory explanatory 
power across the two equations. Another critical indicator of the appropriateness of the 
Heckman selection as a first stage is the significantly negative cross-equation correlation of –
0.43 (p < .001), which corresponds to that of the model in which we control for the cross-
equation correlation using the inverse Mills ratio. This similarity indicates evidence for our 
chosen two-stage process.  
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4.5. Hypothesis testing  
We first review the results regarding general donations (H1). Second, we discuss the 
results for donating to a specific NPO (H2). Finally, we discuss the value items separately and 
present the robustness checks.  
4.5.1. Universalism and donating in general 
Our first hypothesis regarding the relation between the Schwartz value universalism 
and donations to any NPO is presented in Table 4.5. The results concern the likelihood of an 
individual donating to any of the 13 NPOs in our data set. We show that the results are 
consistent with H1. This means that people who perceive universalism as a more central value 
(γ2 = .14, p < .001) are more likely to donate to any of the NPOs.  
Regarding the control variables, we indeed find that a donor is generally more likely to 
be older (γ5 = .02, p < .001), to have a higher income (γ6 = .09, p < .001) and view the 
reputation of the charitable sector more positively (γ3 = .28, p < .001). Furthermore, a higher 
level of education has a positive effect on the likelihood of donating to any charitable 
organization compared to a low level of education (γ6 = .17, p < .001; γ7 = .27, p < .001). 
However, women are not more likely to make any donation than men (γ8 = .10, p > .05). 
Comparing this full model with a model that includes only the control variables, we 
find that the model fit is better for the full model based on the likelihood ratio test (χ2(1) = 
10.95, p < .001). The model also performs better on the Akaike information criterion (AIC) 
and Bayesian information criterion (BIC). The AIC decreases from 2518.5 to 2509.0 and the 
BIC decreases from 2563.8 to 2560.5.  
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Table 4.5. Selection model for the likelihood to donate to any of the 13 NPOs  
(Respondent-organization combinations = 2119) 
 Estimates base model Estimates full model 
Independent variables β z-score  β z-score  
Universalism  .14  (3.29) ** 
Perceived reputation of 
charitable sector (SecRep) 
.29 (11.32) ** .28  (10.84) ** 
Age .02  (10.82) ** .02  (10.23) ** 
Income .08  (4.84) ** .08  (5.02) ** 
Income disclosed -.01  (-.05)  .00  (.01)  
Mid-level education .19  (2.70) ** .17  (2.44) * 
High-level education .30  (3.67) ** .27  (3.25) ** 
Female .11  (1.93) * .10 (1.68)  
Intercept -.87 (-9.50) ** -1.15 (-6.00) ** 
       
Likelihood ratio (LR) χ2 312.57 **  323.53 **  
Pseudo-R2 .11   .12   
AIC 2518.5   2509.5   
BIC 2563.8   2560.5   
LR test    10.95 **  
**p < .01 (two-tailed). 
* p< .05 (two-tailed). 
 
4.5.2. Specific NPO donation 
4.5.2.1. NPO value congruence and donating to a specific charity 
Next, we explore donations to each of the 13 NPOs. We first assess the model fit of 
the baseline model compared with the model that includes the congruence measure. Table 4.6 
shows that the fit is better for the full model than the baseline model based on a significant 
change of the likelihood ratio (χ2(1) = 15.77, p < .001). The full model also performs better on 
the AIC and the BIC. The AIC decreases from 9723.0 to 9709.2, and the BIC decreases from 
9795.6 to 9789.0. 
Regarding both the increased model fit and the estimate for NPO value congruence (β1 
= .37, p < .001), our empirical results provide support for H2. A specific NPO is more likely 
to receive a donation from an individual if the values profile of the NPO is congruent with the 
values of the individual.  
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The control variable of publicity expenditures also shows a significant, positive effect 
(β2 = .86, p < .001). This indicates that NPOs that invest more in publicity and communication 
are generally more likely to receive donations. For the other control variables, we can 
interpret these in terms of how they influence a person to give to significantly more NPOs. 
Most of the effects are non-significant. Only older people are significantly more likely to give 
to more NPOs (β4 = .01, p < .001). Finally, the significant and negative effect of the selection 
variable on being a donor (β10 = –.62, p < .001) indicates that there is indeed a selection effect 
that needs to be taken into account. 
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Table 4.6. Likelihood of donating to a specific organization (n = 10478) 
Dependent variable 
  Donor specific organization Donor specific 
organization 
  Base model Model 1 
Independent variables β z-score  β z-score  
 NPO value 
Congruence 
   .37 (3.94)  ** 
Controls       
 Publicity (log) .84  (21.46) ** .86  (21.79) ** 
 Selection variable 
donor 
-.67 (-6.15) ** -.62  (-5.59) ** 
 Age .01  (3.23) ** .01  (3.35) ** 
 Income -.01  (-.77)  -.01  (-.70)  
 Income disclosed -.02  (-.32)  -.02  (-.31)  
 Mid-level education -.05 (-.81)  -.05  (-.78)  
 High-level education .06  (.88)  .06  (.91)  
 Female -.02  (-.45)  -.02  (-.47)  
 Intercept -.95  (-15.51) ** -.44  (-15.85) ** 
        
Wald χ2 589.59 ** 602.77 ** 
AIC 9723 9709.2 
BIC 9795.6 9789 
LR test    15.77 **  
**p < .01 (two-tailed). 
* p< .05 (two-tailed). 
Note: The sample size consists of the 13 donation decisions for the 806 respondents who make donations. 
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4.5.2.3. NPO value congruence for specific items 
To gain further insights into the workings of NPO value congruence and provide more 
managerial insight with the data, we present Model 2 in Table 4.7, which includes the 
parameters for congruence on all the 15 NPO value items separately. The congruence scores 
on NPO value items that have a significant positive effect on the likelihood of receiving a 
donation are those that utilize and support scientific research (item 9: b = .16, p < .01); change 
society (item 7: b = .45, p <.01), work for future generations (item 2: .16, p < .01) and give a 
good feeling to donors (item 11: b = .32, p < .01). This means that congruence between an 
NPO and an individual on these items will increase the likelihood of receiving a donation 
from that individual. 
4.5.2.4. NPO value congruence at different levels of general donation likelihood 
Next, we create three equal groups based on the donor profile (i.e. selection variable 
donor) that stems from the selection model estimating general donation likelihood. The 
highest group here thus has most of the characteristics related to the general willingness to 
donate.  
The results indicate that these three groups relate to NPOs on different NPO value 
items. In particular, we find that congruence on one NPO value consistently leads to a higher 
likelihood of an NPO receiving a donation: utilize and support scientific research (item 9: 
bhighly motivated = .18, p < .05; bmoderately motivated = .16, p < .05; blittle motivated = .16, p < .05). An item 
that is singularly important to the most willing donors is ‘start challenging projects’ (item 13: 
bhighly motivated = .36, p < .05). For the donors with the lowest level of general charitable 
motivation, congruence on caring for future generations is singularly important (blittle motivated = 
.12, p < .05).  
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We see a divide in the group with a moderate charitable motivation. On the one hand, 
as congruence between the individual and the organization on the NPO value ‘change society’ 
makes donors more likely to donate to that particular organization. This is also seen in the 
most motivated group of donors (item 15: bhighly motivated = .45, p < .05; bmoderately motivated = .71, p 
< .05;). On the other hand, congruence between the organization and the individual on the 
NPO value ‘good feeling for donors’ increases donation likelihood as well. This congruence 
is also visible in the group of least motivated donors (item 11: bmoderately motivated = .44, p < .05; 
blittle motivated = .38, p < .05).  
Regarding the characteristics of these three groups of donors, we see that they make 
different choices in general. As expected, the most highly motivated group donates more in 
total (Mhighly motivated = €182; Mmoderately motivated = €126; Mlittle motivated = €73) and donates to more 
organizations than the other two groups (Mhighly motivated = 3.8 NPOs; Mmoderately motivated = 2.7 
NPOs;
 
Mlittle motivated = 1.9 NPOs). All three groups, however, donate to a mix of health-, 
development-, and nature-related NPOs. In the group with high charitable motives, 72% of 
respondents donate to development NPOs, 68% to health NPOs, and 44% to nature-related 
NPOs. For the second group, these percentages are 54%, 63%, and 42%, respectively. In the 
lowest motivated group, 40% of respondents donate to development NPOs, 52% to health 
NPOs, and 40% to nature-related NPOs7.  
                                                 
7
 These percentages do not amount to 100% because people donate to several NPOs. 
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4.5.3. Robustness checks and additional analyses 
We use several checks to test the stability of our results. Appendix 4C presents all the 
robustness checks. We assess several alternative models in which we incorporate the factors 
from the first stage into the second stage of the model. We first include universalism in the 
second stage of the model. Here, we find no significant results. To evaluate other differences 
between NPOs, we also consider models with parameters for the NPOs. This model produces 
similar results. We compute the variance inflation factor (VIF) scores of the independent 
variables in each model. For the selection model, the VIF scores range between 1.03 and 1.68. 
For the second-stage model, the VIF scores range between 1.02 and 2.42. This means that 
there are no problems with multicollinearity. Furthermore, we test model stability using a 
random split. The results indicate that all the hypothesized findings hold. 
To assess the appropriateness of universalism, we compare this with the nine other 
values from the values theory (Schwartz, 1992). Introducing all values separately into the 
selection model, we find that that the values security, power and stimulation have significant, 
negative effects on making a charitable donation. Benevolence and universalism have 
significant, positive effects. Combining these two values in one model renders benevolence 
non-significant. These results indicate that universalism is the most suitable value to study in 
relation to donation choices. Together, these robustness checks and additional analyses 
provide evidence of the stability of our findings.  
4.6. Discussion 
Our results indicate that donations are best understood with a two-stage process in 
which values are relevant in both stages: (1) decision to donate and (2) donating to specific 
NPO. As we wanted to know if donors look for an organization that best represents their own 
values, we needed to develop a measure that allows for that comparison. We thus developed 
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15 NPO values that were derived from the Schwartz values and reviewed congruence between 
individuals and organizations based on these NPO values. Next, we discuss our findings 
regarding these two stages in detail. 
Monetary donations are a form of pro-social engagement and thus were expected to 
relate to Schwartz personal values (Bardi & Schwartz, 2003). Our results confirm the 
hypothesis that the value universalism is positively related to a person’s likelihood to donate 
to any NPO. We can thus confirm previous research that attributes great importance to 
universalism in predicting pro-social behaviour (Brunsø et al., 2004; Thøgersen & Ölander, 
2002).  
From a strategic fundraising perspective there is more of a focus on individual 
identification with a specific NPO (e.g., Boenigk & Helmig, 2013). Here, we contributed with 
an explicit account of NPO value congruence as a driver of donations to specific 
organizations. We demonstrated that this relationship is imperative to an individual’s donation 
decision.  
Moreover, we explored in what way NPO value congruence relates to donations. We 
find that there are particular NPO values for which congruence between an NPO and an 
individual are more likely to lead to donations. Across all donors, the “use and support of 
scientific research” can be a NPO value for which congruence with the individuals’ perceived 
NPO values important. Focusing on the difference between people who have a high versus a 
low charitable donation (i.e. general donation likelihood), congruence on changing society 
and starting challenging projects is relevant to the donation choice of highly motivated 
donors. For less motivated donors, congruence on providing a good feeling or a focus on 
future generations is relevant.  
In addition to the main analyses, we examined the socio-demographic characteristics 
of potential donors, which have also been considered extensively in previous literature (Lee & 
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Chang, 2007; Schlegelmilch, Love, & Diamantopoulos, 1997). As our results indicate, 
increases in age, income, and education level increase the likelihood of making a donation, 
which is in line with the expected relationships (Lee & Chang, 2007).  
4.6.1. Implications for non-profit practitioners 
The most fundamental problem from a marketing perspective is that as fundraisers all 
focus on general drivers for all donations, fundraising strategies can become highly similar to 
one another (Sargeant & Jay, 2014). Our model highlights the importance of a well-
considered NPO strategy rooted in values. We encourage managers to evaluate the values of 
their organization they are currently highlighting in their communication and determine 
whether they relate to the values that encourage donations in general or their particular NPO 
values profile.  
Practitioners can thus use our approach to assess their own NPO values profile in 
comparison to other NPOs, going beyond perceived ability or performance. Reviewing their 
own donor database in terms of general donation likelihood and NPO values can help to 
formulate a communication plan for their current donors that consistently resonates with their 
NPO values. Although the most charitable motivated people donate most, there is also more 
competition for their donations. So targeting donors that are not highly motivated to be 
charitable can be a good strategy for NPOs that want to attract potential new donors. 
However, there could be tensions between the NPO values of different donor groups and 
trade-offs could occur.  
Another important takeaway for NPO managers is that there is great merit in investing 
in the collective communication of the sector. The emphasis on universalism is pivotal for all 
donation choices. Joint communication efforts on this value can thus be a vital tool for the 
charitable sector as a whole (Ebrahim, 2003). Thus, practitioners should disentangle the NPO 
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values that set them apart from other NPOs and the values that are worth guarding 
collectively.  
As part of the professionalization in the charitable sector, fundraising managers are 
increasingly making decisions about the allocation of publicity and communication budgets 
based on the insights they obtain from data-driven investigations into the wants and needs of 
potential and current donors (Chad, Kyriazis, & Motion, 2013). Criticisms of the 
appropriateness of for-profit market research tools, such as the Net Promoter Score, are 
increasing (Schulman & Sargeant, 2013), and the discussion is leaning toward the necessity of 
NPO-specific market research tools. Our results confirm that an NPO-specific approach can 
give clear insights into what drives donations to a particular NPO. We thus stimulate the idea 
that NPOs could investigate customer metrics that provide insights specific to donation 
choices.  
4.6.2. Theoretical implications 
By capturing the diversity between donors, we put forth a new approach in order to 
look at why people donate to one particular NPO in a competitive fundraising landscape. 
Regarding the diversity in the NPO sector, our measurement tool allows for an assessment of 
which values NPOs differ on, which can further advance theory on competition in the sector. 
Our findings regarding NPO values and its relationship to donation decisions reveal that 
demographic segmentation is not necessarily the best approach in the charitable sector. More 
imperative is a match based on values. We showed that this match is a central driver of 
donation choice and then disentangled the results for individuals with different levels of 
charitable motivation. In summary, we conclude that a true connection between individuals 
and NPOs is the result of both value-based differences between NPOs and of congruence 
between NPOs and people.  
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We also found strong evidence for a general drive behind monetary giving, which 
influences all donation choices. The basic premise of this research is that a monetary gift to an 
NPO shows that a donor cares about a societal issue and that he or she considers a particular 
NPO because it is congruent in NPO values. With this finding, our study also has a key 
implication for research on specific pro-social behavioural choices. We show that research 
should account for general pro-sociality before continuing with more subject-specific factors. 
This same mechanism could apply to other types of pro-social consumer choices (Claudy & 
Peterson, 2014; Hwang & Kandampully, 2015). For example, the decision to purchase 
organic milk will also be influenced by both factors that apply to all sustainable purchases and 
factors that specifically apply to milk purchase. Research on specific pro-social consumer 
behaviour could thus benefit from our two-stage approach.  
4.6.3. Limitations and future research 
Future research could continue exploring the competitive fundraising landscape. The 
current study could not include all NPOs present in the Dutch charitable sector. Although we 
consider 13 large NPOs that together make up approximately 29% of total direct donations, it 
could be that we are not including smaller NPOs that are important to a specific group of 
donors or NPOs that are attractive to specific donors because of their small-scale profile. 
Expanding the research to NPOs of smaller scale and testing the model in different charitable 
landscapes could thus be an important next step. 
A major development within the charitable sector is that people are actively 
encouraged to engage in a wider range of activities (Aaker & Akutsu, 2009). Examples of 
these are organizing events, purchasing sponsored products, or donating time. Similar to the 
current study, these requests also follow a process logic in which there are factors that affect 
them all in the same way and factors that would indicate a match between the person and the 
activity (i.e., congruence between the individual and characteristics of the activity). 
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Investigating the relationship between other pro-social activities and monetary donations 
would be a promising direction for further research.  
Future research could also shed more light on monetary donations by rigorously 
assessing how relationships between NPOs and their donors develop (Faulkner, Romanjuk & 
Stern, 2016). Research could map out a more detailed framework to understand the factors 
that affect changes in an individual’s behaviour in relation to NPOs, such as factors affecting 
a person’s first engagement with an NPO and factors affecting changes in a person’s portfolio 
of NPOs (e.g., switching or adding an NPO). Future research could thus explore the detailed 
process of charitable donations using a longitudinal approach (see Khodakarami, Petersen & 
Venkatesan, 2015). Especially the relationship to life events would be of interest here; as such 
events could instigate a change in NPO values (Moschis, 2007). Examining changes over time 
in the values a person holds (Bardi, Lee, Hofmann-Towfigh, & Soutar, 2009) could provide 
explanations for people’s motivation to donate to specific NPOs.  
 
   
  
111
With climate change and the related societal consequences for both the environment as well 
as people, the debate on individual contributions to societal goals is likely to remain 
prominent in the public domain for the upcoming years. For marketing research, this means 
that it will be important to further develop the understanding of what consumers consider 
individual contributions to societal goals and how much emphasis is put on different actions. 
Subsequently, this understanding is important because it can drive intentional engagement.  
In this thesis, I studied individual contributions to societal goals and highlighted 
different aspects of this topic in three distinct essays. The three essays in this thesis all 
reviewed individual contributions to societal goals from a unique perspective. This chapter 
will summarize the most important findings, discuss a number of directions for future 
research, and describe their implications for practice.  
5.1. Summary of main results 
The first essay in this thesis explored marketing literature itself in order to gain 
insights into the conceptualization of ‘sustainable consumption’ within the academic field of 
marketing. The complex and abstract nature of sustainable consumption was explored along 
the lines of three conceptual choices. First, sustainability was thought to consist of an 
environmental, a social or a combined focus. Second, drivers of change were considered to 
originate from within a person or from contextual factors. Thirdly, individual actions were 
considered to be distinct as either taking an objective or subjective point of view, being 
indirectly or directly related to the societal goal and either an act of engaging or refraining to 
engage as a contribution. The method used in this essay was a systematic literature review in 
Chapter V. Discussion 
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order to map the literature based on the above-mentioned criteria. A total number of 270 peer-
reviewed journal articles were selected and a content coding method was used to categorize 
the articles regarding the above-mentioned conceptual choices. These codes were first 
analysed descriptively and then mapped using a non-linear canonical correlation analysis.  
The descriptive results portrayed the following about the use of sustainable 
consumption in the marketing literature. First, the number of published articles on sustainable 
consumption increased starkly in the period 1992-2014 even after correcting for the total 
increase in publications during that period. Across all articles, the number of articles that 
employed surveys or experimental methods was almost equal. The literature was also 
balanced in a focus on environmental or general sustainability. With regards to the drivers of 
change, the majority of the articles considered one or more individual drivers. Finally, the 
most commonly researched individual actions included donations, purchasing 
environmentally friendly products and recycling.  
We then mapped the relationships between the coded variables and considered an 
interpretation of the figure with four conceptual frames: (1) calling for sustainability in 
society, (2) awareness of power in the market, (3) letting people enjoy purchases and (4) 
making people feel responsible for their own impact. This essay was the first to reveal the 
conceptualization frames regarding sustainable consumption in the marketing literature. This 
is a relevant endeavour because all scholars have to use a conceptual frame when they start an 
empirical research in this field. Even if scholars are not explicit about their conceptualization, 
the choices made in their research reveal their conceptual frame for sustainable consumption.  
The second essay continued with a focus on environmental goals and explored the 
complexity of individual contributions for the operationalization of participative efficacy in 
support of abstract environmental goals. In this essay, I explored the potential of anchoring 
vignettes to measuring participative efficacy in three domains of environmental engagement: 
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(1) energy-reduction; (2) pro-environmental purchases, and (3) environmental activism. 
Anchoring vignettes were developed following the approach suggested by King (2004). The 
vignettes were created with pre-tests on a student sample and by conducting cognitive 
interviews with member of the general population. This was followed by a main study in 
which the vignettes were tested in a sample that was representative for the general population. 
This allowed me to review heterogeneity in responses to the self-assessment question and 
explain those by education level, gender and age. Results showed both supporting evidence 
for the worth of the anchoring vignettes as well raised questions about the usefulness of the 
anchoring vignettes depending on the environmental engagement domain in which they are 
used.  
The third essay continued with one specific type of individual contribution, namely 
donations to non-profit organizations (NPOs). I returned to a combination of environmental 
and social goals, as the NPOs represented a diverse set of organizations with different societal 
missions. The starting-point for this essay was the theory of personal values by Schwartz 
(1992) and the congruence between an individual’s NPO values and the NPO values of an 
organization. NPO values are a diverse set of motivational goals associated with NPOs.  
The research question of this essay required me to develop a new measurement 
instrument to capture value congruence between individuals and NPOs. The development and 
validation of the NPO values consisted of three phases. First, the items were generated based 
on previous literature on personal values and giving (Bennett, 2003) and in association with 
experts in the field. The number of items was next reduced to select a small heterogeneous set 
of items that captured most information in the data. Finally, the items were validated to 
capture the differences in value profiles of a diverse set of NPOs. The resulting NPO value 
items were found to capture diversity in both individual considerations as well as in NPO 
profiles across all items. 
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In order to disentangle the effects of personal values and NPO values, I considered a 
person's donation choice to have two subsequent stages of the decision to make any donation 
and donating to a specific NPO. In the first stage, I confirmed the relation between the 
personal value universalism and donating in general. In the second stage, I presented the 
relation between NPO value congruence based on the values profile of an individual and the 
values profile of a specific NPO. As hypothesized, a higher NPO value congruence score 
leads to a higher donation likelihood for that specific NPO.  
Because I considered donations to multiple organizations by one individual, I was able 
to unravel people’s donation choice in general from their donation choices to a particular 
organization. I contributed with an explicit model of NPO value congruence and demonstrated 
that this relationship is imperative to an individual’s decision to donate to a specific NPO.  
5.2. Future directions of research  
This thesis is part of a larger body of literature that emphasizes the need to research 
individual contributions to societal goals as a full set of activities rather than reviewing each 
activity separately (Magetts & Kashima, 2017; Thøgersen, 1999; Thøgersen & Ölander, 
2003). I propose two areas for future research. These two areas are the complete set of 
personal values such as in the refined values survey (Schwartz et al., 2012) and gender 
differences in relation to sustainability. Both of these areas for future research could form a 
strong basis for a research agenda.  
The third essay considered the role of values in individual donation choices for NPOs. 
Previous scholars had already put forward studies that emphasize the relevance of personal 
values to individual contribution such as environmental behaviours (Thøgersen & Ölander, 
2002) and fair-trade consumption (Doran, 2009). Values theory has developed itself into a 
comprehensive body of research with applications in diverse areas such as marketing 
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communication (Torelli, Ozsomer, Carvalho, Keh & Maehle, 2012), food policy (Aertsens, 
Verbeke, Mondelaers, & Van Huylenbroeck, 2009; Grunert, Hieke, & Wills, 2014) and public 
policy development (White & Bourne, 2007).  
Our understanding is ever increasing as to how and why people uphold certain 
personal values. Values are not only related to each other as a circumplex (see Figure 4.1) 
within populations, but also may change predictably within individuals over time (Bardi, Lee, 
Hofmann-Towfigh & Soutar, 2009). Recent work (Borg et al, 2017) shows that compatibility 
between adjacent values and the conflict between opposing values can occur within one 
person. Therefore, studies on how values develop over time are promising, such as, for 
instance, studies on how values develop in children (Lee, Ye, Sneddon, Collins & Daniel, 
2017b). Other promising developments are taking place in methodological studies, such as the 
new instrument using Best-Worst Scaling to measure values (Lee, Sneddon, Daly, Schwartz, 
Soutar, & Louviere, 2017a). Additionally, a recent development is the disentanglement a 
social focus on universalism from an environmental focus on universalism (Lee et al., 2017a; 
Schwartz et al., 2012). 
These developments in values theory and methodology can also further research on 
individual contributions to societal goals. Future research on trajectories of contribution can 
benefit from these new research insights. The understanding of shifts in personal values over 
time can help to direct research on the trajectories people can take in the contributions they 
are and are not willing to engage in. Future research can also continue to review the 
relationships between the refined values and trajectories of individual contributions to societal 
goals.  
The importance of the second direction for future research, gender, in relation to 
individual contributions to societal goals has been established for a longer time, but remains 
to be of interest. Men and women are thought to differ in intentional sustainable behaviour 
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(Costa Pinto, Herter, Rossi & Borges, 2014). Ethical consumption has historically been a 
domain in which women were able to express their concerns about societal issues and hoped 
to have an impact on society. In 1792 the abolitionist Mary Birkett was the first woman to 
openly appeal to other women for the boycott of companies engaged in slavery. 
 “Yes, sisters, to us the task belongs,  
‘Tis we increase or mitigate their wrongs. 
If we the produce of their toils refuse: 
If we no more the blood-stain’d lux’ry choose; 
  
And in our brethrens sufferings hold no share,  
In no small part their long-borne pangs will cease,  
And we to souls unborn may whisper peace.”  
 
(Fragment published by Midgley, 1996 p. 151) 
 
The notion of ethical consumption as a feminine contribution has continued to persist 
(Cairns, Joghnston, & MacKendrick, 2013) and also occurs with environmental behaviours 
(Dietz, Kalof, and Stern, 2002). In most Western countries higher-educated women are the 
most likely consumers of ethical products (Siegrist, Visschers, & Hartmann, 2015). A similar 
pattern is becoming visible in more recently developed ethical consumption markets such as 
China and Brazil (Li, Tan & Rackes, 2015). One prominent explanation as to why women 
engage more in contributions such as purchasing environmental products is that these actions 
are considered by both men and women to be feminine acts and thus form a threat to the 
gender-identity of men (Brough, Wilkie, Ma, Isaac, & Gal, 2016). It would be good to 
consider different conceptual frames the general public uses for sustainable consumption and 
the relation between these frames and gender. More research would be needed to fully 
understand the relation between conceptual frames used by consumers to understand 
sustainable consumption and the role of gender.  
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Finally, the way in which gender and personal values relate to each other are a final 
direction of future research with implications for research on individual contributions to 
societal goals. As was discussed in this thesis, universalism is the most important personal 
value as a driver of different individual contributions in various cultural contexts (Thøgersen, 
Ölander, 2002; Thøgersen, Zhou, & Huang, 2016). Schwartz and Rubel (2005; 2009) 
demonstrate differences in men and women’s value priorities in a cross-cultural perspective 
and display that women consistently put more emphasis on universalism in their lives. When 
societies score higher on gender equality, men and women both ascribe more importance to 
universalism (Schwartz & Rubel-Lifschitz, 2009). However, this increase was found to be 
stronger among women and therefore the difference between men and women on emphasizing 
universalism becomes greater with more equality between genders. This might have effects on 
openness to pro-environmental and pro-social initiatives and is an interesting avenue for 
future research. More research on individual contributions is needed to explore how gender 
equality at a national level influences individual-level differences in the intent-oriented 
societal contributions of men and women.  
5.3. Implications for practice 
I will highlight three main implications for practice. First, I will discuss how 
conceptual frames could be used as a starting-point for strategic marketing efforts of new 
sustainability initiatives. Next, I will discuss the benefits and risks of using anchoring 
vignettes for practice. Finally, I will discuss the implications of personal values theory for 
non-profit organizations. 
The first essay (Chapter 2) on conceptualization choices of sustainable consumption in 
the marketing domain has implications for strategic marketing, specifically a strategic 
introduction of a new sustainability initiative. Developing a marketing plan to introduce such 
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a new initiative starts with asking questions about the initiative itself. Although marketers 
normally focus on mapping out the reasoning and motivation of their audience to make a 
contribution, an understanding of the frame decision-makers use can be an equally valuable 
exercise. Starting an initiative to encourage sustainable consumption could thus start with the 
questions: (1) "What dimensions of sustainability do we focus on?”, (2) "What factors need to 
change in order to make the activity more sustainable?" and (3) "How is the action linked to 
sustainability?". The answers to these questions would help to find out what conceptual frame 
is being used in the marketing plan. 
In the second essay (Chapter 3), I explored the use of anchoring vignettes for 
environmental participative efficacy and related these to important socio-demographic 
variables (age, gender and education level). For the domains energy reduction and pro-
environmental purchases, I found indications that participative efficacy beliefs could be held 
more strongly among higher educated. These results indicate that persuading people to engage 
in environmental behaviour using arguments of participative efficacy is more likely to 
resonate with higher educated people. However, as it is now, I would not advise marketing 
research to use anchoring vignettes in practice. The development of these vignettes showed to 
have different results for different domains of environmental engagement and thus needs to be 
explored further.  
The study on charitable donations (essay 3, Chapter 4) offers a practical implication 
that is important to the decision-making of NPOs. Strategic marketing for NPOs can use 
personal values to the benefit of their own campaigning. Resulting from the study, there are 
two arguments that could be key in setting out a marketing strategy based on personal values 
for NPOs. First, the value universalism is related to the act of donating in general (this thesis) 
as well as many other contributions to society (Dolan, 2002, Thøgersen & Ölander, 2002). 
People who ascribe more importance to this value are more likely to make any donation. 
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Emphasizing the importance of this value is equally important to all NPOs regardless of their 
particular mission statement. Second, I found that a value congruity between an individual 
and an organization could drive a donation to a specific NPO. Therefore, it could be 
interesting for NPOs to use NPO values in distinguishing themselves from other organizations 
when developing their own marketing strategy. 
Where for-profit organizations have a longstanding history of marketing campaigns 
that engage with people by emphasizing values, the non-profit world has only recently started 
to embrace this knowledge in their relationships to current and potential donors (Stride, 2016). 
In order for NPOs to remain relevant in the public domain, they need to continue to search for 
long-lasting relationships with donors. Understanding values theory can help to (re)connect 
NPOs with their donors.  
5.4. Concluding remarks  
This thesis started from an intent-oriented perspective on sustainability (Stern, 1999). 
This means that I focused on individual contributions that people engaged in to make an 
intentional contribution to reaching societal goals. The first essay mapped the 
conceptualization of sustainable consumption by marketing scholars, which also underlined 
the dominance of an intent-oriented view on sustainable consumption in marketing. The 
second essay explicitly took an intent-oriented perspective in order to operationalize 
participative efficacy. This entailed a focus on individuals and their beliefs regarding their 
own contribution to reaching environmental goals. The third essay also focused on the 
intention of potential donors to contribute to societal goals. However, these essays did not 
question the actual impact of the behaviours and beliefs on reaching societal goals. 
An impact-oriented view on individual contributions and the role of consumers is the 
opposite of an intent-oriented view. With an impact-oriented view, the main question is which 
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actors have an actual influence on reaching societal goals and considers the measurement of 
that impact. I started this thesis by naming the many different ways in which Dutch people 
make individual contributions to societal goals. Examples were the market for organic food 
products, donations to charitable organizations and volunteering. However, The Netherlands 
as a whole is lacking behind within the European Union with regard to environmental 
sustainability targets and CO2 emissions (Van Rooij, 2017; European Energy Agency, 2015). 
Transitioning to a sustainable and equitable society does requires the people in that society to 
have good intentions and make individual contributions even though the goal is abstract and 
the relation between this goal and the related actions are complex. Therefore, these 
contributions will continue to deserve the attention of marketing scholars in the future.  
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Appendix 2B: Coding scheme, descriptions, and number of times 
coded  
(Chapter 2) 
 
Variable name Description n 
Set 1: Sustainability   
Environmental** Links to animals, local environments, or the future 
of the planet 
111 
General or both** Links to general notions of sustainability or both 
environmental and social sustainability 
108 
Social** Links to the benefits of the behaviour to other 
people 
51 
Set 2: Individual drivers   
Attitude toward brand/ 
organization ** 
Attitude toward a brand or organization; this 
included the perceived fit of the person with the 
organization or the perceived fit between a brand 
and a cause.  
85 
Sustainability beliefs** General beliefs about what sustainability and justice 
entail and how important it is in general  
65 
Knowledge beliefs** Subjective and objective knowledge about 
issue/product/phenomena 
47 
Perceived benefits**  Perceived personal benefits 46 
Past behaviour/habits 
/personal history* 
Past activities, choices made in the past, habits in 
daily life, and personal history  
43 
Perceived importance of 
own role** 
Includes perceived personal power, personal 
responsibility, and personal effectiveness 
41 
Concern about specific 
topic** 
Concern about or involvement with a specific topic 
(e.g., concerns about animal welfare, involvement 
with labour conditions in factories) 
40 
Identity** Items related to identity or identity salience 39 
Values** Items related to cultural values and what one finds 
important in one's own life from a general 
perspective  
38 
Perceived costs* All perceived personal costs (e.g., social costs, 
monetary costs, time costs) 
33 
Moral motivation** Items related to the moral motivation of engaging in 
a certain action 
32 
Emotions** Items related to one specific or several emotions 28 
Perceived norms** Perceived norms from society or more specific 
groups 
27 
Gender* Importance of gender in understanding people's 
engagement with the action(s) 
25 
Attitude toward product 
advertisement** 
Attitude toward a product or advertisement, 
includes items referring to liking of a product or 
advertisement 
19 
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Quality motivation** Motivation to engage in certain behaviour because 
it has a specific quality or taste 
18 
Age* Importance of age in understanding people's 
engagement with the action(s) 
17 
Income* Importance of income in understanding people's 
engagement with the action(s) 
16 
Being part of a 
community** 
Engaging in an activity because it is relevant to one 
community or because it allows one to be part of a 
community 
15 
Price sensitivity** Sensitivity to price 12 
Education** Importance of education in understanding people's 
engagement with the action(s) 
11 
Self-esteem/impression-
management/self-
expression* 
Items related to the benefits of the action to self-
esteem, engaging in an item because of impression 
management, engaging in an activity because it 
helps express who one is  
11 
Religiosity** Importance of religiosity in understanding people's 
engagement with the action(s) 
8 
Altruism** Items related to altruism as a reason to engage in 
the activity 
7 
Beliefs about production 
process** 
Specific beliefs about the production of a product 6 
Ethnicity Importance of ethnicity in understanding people's 
engagement with the action(s) 
5 
Health attitudes and 
behaviours 
Items related to personal health, positive diet, or 
fitness 
4 
Risk Risks of engaging in the behaviour 4 
Guilt /account for 
consciousness 
Items related to feelings of guilt or accounting for 
consciousness as a reason to engage in an action 
4 
Empathy Empathy 4 
Innovativeness or novelty 
seeking 
Wanting to be innovative or novelty seeking 3 
Uncertainty about effect Being uncertain about the outcome/effect of an 
action 
2 
Temporal  The effect of temporal distance/temporal orientation 2 
Inertia Inertia 1 
Perceived availability Perceived availability 1 
Set 3: contextual drivers   
Message about practice 
product** 
Message/text/information that is not directly on the 
product, message/text/information that is related to 
an action 
78 
Labelling on product** Message/text/information that is directly on the 
product 
59 
Type of product** Any specification of the product/service/action 28 
Culture** Culture as a driver of change 22 
Availability* Availability of the action/availability of different 
options related to the action 
20 
Costs* Different costs of action 15 
Close social contacts** People around the person who are not direct family 
or household members (e.g., peers, friends) 
9 
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Local environment** Drivers in the region or local environment (e.g., 
infrastructure) 
8 
Society-level norms* Norms at the level of society/general norms/norms 
outside the person 
8 
Retailer** Changes made by the retailer (e.g., displays) 7 
Mass media** Information from mass media, including Internet  6 
Family and household 
members** 
Members of family or household 5 
Rewards Rewards for engaging in the behaviour 4 
Education, training 
community leadership 
Education system, educational programs, or 
programs of community leadership 
3 
Government policies Policies and governmental arrangements 2 
Other people General notions of other (both in-group and out-
group) 
1 
Religion Religious institutions 0 
Set 4: Individual actions   
Donation** Donations to charitable organizations or community 
groups (either monetary or in the form of goods) 
57 
Environmentally friendly 
product** 
Purchase of products that are defined as 
environmentally friendly 
54 
Recycle or handle waste 
correctly** 
Engaging in composting, recycling, correctly 
disposing of waste or used goods 
46 
Boycott** Boycotting a specific 
brand/organization/product/product category 
35 
Reduce consumption** General reductions in consumption 31 
Product with CSR** Purchase products with a CSR message on the 
product (articles refer to CSR) 
30 
Cause-related product** Purchase product for which the company displays a 
link with a charitable organization or charitable 
cause that is not directly related to the production of 
the product itself 
29 
Volunteer** Volunteering for a charitable organization or 
charitable cause 
27 
Conserve water and/or 
energy** 
Conserving water and/or energy consumption by 
reducing the amount of water/energy used in the 
form of anti-consumption 
22 
Product made from recycled 
materials/recyclable 
product** 
Purchase product made from recyclable materials or 
is recyclable itself 
19 
Ethical products** Purchase product that is sustainable in 
general/ethical/fair-trade 
19 
Switch transport* Switch to a better form of transport (e.g., bicycle, 
public transport) 
15 
Product with less 
packaging/environmentally 
friendly packaging** 
Purchase product that has less packaging/reduces 
trash/is not made from an unsustainable material 
14 
Sharing opinion** Share opinion in the public domain/in society 10 
Environmentally friendly 
food** 
Purchase environmentally friendly food 10 
Talk with social contacts** Talk with others about issues or correct others on 9 
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their behaviour 
Energy-saving product* Purchase products that help reduce the consumption 
of energy (e.g., energy-saving light bulbs 
8 
Contact 
politician/government 
official** 
Contact government agencies or political actors 8 
Clean energy/vehicle** Purchase clean electricity/biofuels/a car that is more 
environmentally friendly 
7 
Demonstration* Participate in demonstration or protest 6 
Petition Sign a petition 5 
Second-hand consumption Purchase or use products that have been previously 
owned by somebody else 
5 
Gather information Gather information 3 
Organ/blood donation Donate an organ or blood 2 
Participate in sharing 
systems 
Participate in a system that reduces consumption by 
sharing 
2 
Vegetarian diet Eating less meat or eating no meat 2 
Invest  Investing money in a company 2 
Clean surroundings Actions to clean the local environment 1 
Seek employment Seeking employment 1 
Food for homeless Giving food to homeless people 1 
* Included in OVERALS analysis (N > 5). 
** Included in OVERALS analysis (N > 5) and depicted in visualization of OVERALS analysis 
(multiple fit > 0.01). 
Note: CSR = corporate social responsibility. 
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Appendix 3A: Measures pilot study with student sample  
(Chapter 3) 
3A.1. Measures 
This appendix describes the measures utilized in the pilot study with a student sample.  
3A.1.1. Participative efficacy  
This variable is measured as a self-assessment of general participative efficacy and 
related to the domains of (1) energy-reduction; (2) pro-environmental purchases; and (3) 
political activism. The four questions are measured with half of the sample (n=81) using 
passive voice referring to the likelihood that someone could exert influence by his/her actions 
and the other half (n=83) using active voice (which referred to the influence itself). The first 
question format asks how probable it is that an individual can contribute to the reduction of 
environmental problems. The second question format asks how much an individual can 
contribute to the reduction of environmental problems. Where the first question format 
emphasizes the probability element in participative efficacy, the second question format 
emphasizes the actions by an individual.  
3A.1.2. Quality controls  
We ask five question regarding the understanding of the self-assessment question 
stating the (1) clarity of the question, (2) relatedness to own behaviour, (3) seriousness of 
environmental issues, (4) difficulty to change own behaviour, (5) consideration of how much 
one can contribute to solving environmental issues.  
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3A.1.3. Vignettes  
The respondents were asked to rate the exact same question for 30 hypothetical 
individuals that were said to be of similar age and gender to themselves on their level of 
participative efficacy. These anchoring vignettes were designed to all have an equal level of 
concern for environmental issues and differ in participative efficacy.  
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Appendix 4A: Correlations between importance attributed to different 
NPO values  
(Chapter 4) 
Here, we present the correlations between the importance attributed to each of the 15 items 
used to measure the NPO value congruence of each organization (Table 4A1). We use these 
items to calculate the NPO value congruence as specified in section 4.3.2.  
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Appendix 4B: Conditional mixed-process regression estimates 
(Chapter 4) 
We also consider a conditional mixed-process regression to examine the two equations 
simultaneously. Table 4B1 reports the results of these regressions. We present two models 
that relate to the same selection model—namely, the donation to any of the charitable 
organizations and model 2, which includes the NPO value congruence. We observe several 
things in these models.  
First, the cross-equation correlation is –0.43 and significant, indicating that there is a 
correlation between the selection equation and the outcome equation. The significant Wald 
chi-square also indicates the appropriateness of the design.  
Second, the comparison between the two models indicates that NPO value congruence 
is positively related to a donation to a specific organization (b = .35, p < .001). The relevance 
of this finding is further confirmed by the increase in model fit, which we show in the smaller 
AIC and BIC scores, which drop from 42138.8 to 42124 and from 42295 to 42288.5, 
respectively, and the significant likelihood ratio test (LR χ2: 16.75, p < .001).  
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Table 4B1: Conditional mixed-process regression estimates (n = 2119). 
 Dependent variables  
   Model 1 Model 2  
  Donor of any of the 
organizations 
Donor of specific 
organization 
Donor of specific 
organization 
 
Independent variables β z-score  β z-score  β z-score  
 NPO value congruence       .35  (3.13) ** 
 Universalism .14  (12.00)  **       
 Perceived reputation of 
charitable sector 
.28  (39.29) **       
Controls          
 Publicity (log)    .78  (13.31) ** .80  (13.48) ** 
 Age .02  (36.82) ** .01  (4.08) ** .00  (4.20) ** 
 Income .08  (18.06) ** -.00  (-0.21)  -.00  (-.15)  
 Income disclosed .000  (.09)  -.02 (-.38)  -.02  (-.37)  
 Mid-level education .17  (8.78) ** -.03  (-.51)  -.03  (-.49)  
 High-level education .27  (11.69) ** .09  (1.36)  .09  (1.38)  
 Female .1  (6.05) ** -.01  (-.19)  -.01  (-.23)  
 Intercept -.53  (-30.00) ** -.50  (-4.63) ** -.61  (-5.24) ** 
           
 Cross-equation correlation    -.46 **  -.43 **  
           
 
Wald χ2 
AIC 
BIC 
    
3875.59 ** 
  
3883.63 ** 
 
   42138.8  42124  
   42295  42288.5  
LR test       16.75 **  
**p < .01 (two-tailed). * p< .05 (two-tailed). 
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Appendix 4C: Robustness checks and additional analyses  
(Chapter 4) 
Table 4C1 presents all additional analyses and robustness checks. Additional information is 
presented separately in the subsequent tables.  
Table 4C1. Overview of additional analyses and robustness checks. 
Test 
 
Outcome 
Multicollinearity: To assess multicollinearity 
between the variables, we review the VIF 
scores of the variables in the second part of 
the model.  
 
For the selection model, the VIF scores range 
between 1.03 and 1.68. For the second-stage 
model, the VIF scores range between 1.02 
and 2.42. This is not a cause of concern.  
Heterogeneity across NPOs: To check for 
any differences between different NPOs that 
are not included in presented models, we also 
review the results of a model with fixed 
effects and without the variables for NPO 
type and publicity.  
  
The results show that the hypothesized 
relationship between NPO value congruence 
and donation likelihood remains stable after 
accounting for all other heterogeneity 
between the NPOs. The results are presented 
in Table 4C2. 
Effects of universalism in second stage of the 
model: It is possible that universalism is also 
important in the second stage of the model. 
This would indicate that universalism also 
influences the decision to donate to more than 
one organization, beyond the initial selection 
effect. To show this, we separately include 
these variables in the second stage of the 
model. 
No indication that universalism has an 
influence on donation decisions after it has 
been accounted for in the selection model. 
See Table 4C3. 
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Universalism as most appropriate value to 
review: To determine whether the other value 
measures in the Portraits Value Questionnaire 
were more appropriate to understanding 
donations, we try different models with each 
of the 11 values separately. Next, we also 
include universalism and benevolence 
together. 
Introducing all the values separately into the 
model, we find that security, power, and 
stimulation have significantly negative 
effects. Benevolence and universalism have 
significant positive effects. Combining these 
two values in one model renders benevolence 
non-significant.  
Quadratic effects regarding age in selection 
model: As there are some studies that 
extensively examine the relationship between 
age and donations, this is not a major element 
in our analysis. However, it has been 
suggested that the relationship between age 
and donations is best understood with a 
quadratic effect. We therefore include an age-
squared term in the first part of the model. 
 
The results show a marginally significant, 
positive effect of the quadratic (b = .00, p < 
.1). This means that there is some evidence of 
a quadratic effect related to age with 
donations to any NPO.  
Random split: To assess the robustness of our 
findings, we use a random split.  
The random split reduces the number of 
observations. Here, the hypothesized effect of 
NPO value congruence remains significantly 
positive in both samples.  
 
Unweighted NPO value items: As we want to 
determine whether the NPO values of the 13 
NPOs also have a direct relationship to the 
donation choices, we check the effects of the 
unweighted NPO value items. 
 
 
We include the NPO values on each item 
separately. Three items are not included in 
the model because of collinearity. The results 
of this model are non-significant, indicating 
that there is no direct effect of the unweighted 
NPO value items.  
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Table 4C2. Likelihood of donating to a specific organization with NPO parameters (n = 10,478). 
 Dependent variables 
  Donor specific organization Donor specific organization 
  Base model Model 1   
Independent variables β z-score  β z-score  
  
NPO value congruence  
    
.42 
 
(3.85) 
 
** 
 
Controls 
      
 Selection variable donor -.69 (-6.22) ** -.63  (-5.38) ** 
 Age .01  (3.14) ** .01  (3.30) ** 
 Income -.01  (-.83)  -.01  (-.74)  
 Income disclosed -.02  (-.34)  -.02  (-.32)  
 Mid-level education -.05 (-.83)  -.05  (-.80)  
 High-level education .07  (.93)  .06  (.94)  
 Female -.02  (-.41)  -.02  (-.48)  
 Intercept -.30  (-2.03) * -.43  (-2.86) ** 
 
Wald χ2 
 
772.1 ** 
   
779.99 ** 
  
AIC 9548.5   9535.4   
BIC 9700.8   9695.1   
LR test    15.02 **   
**p < .01 (two-tailed). 
* p< .05 (two-tailed). 
Note: NPO parameters are omitted from table. The sample size consists of the 13 donation decisions for the 806 
respondents who make donations. 
 
  
163
Table 4C3. Re-specification likelihood of donating to a specific organization including universalism 
(donors only: n = 806) 
  Dependent variables 
  Donor specific organization 
Independent variables β z-score  
 NPO value congruence .36  (3.92) ** 
 Universalism .03  (.76)  
Controls    
 Publicity (log) .86  (21.79) ** 
 Selection variable donor -.58  (-4.93) ** 
 Age .01  (3.24) ** 
 Income -.01  (-.54)  
 Income disclosed -.02  (-.32)  
 Mid-level education -.05  (-.80)  
 High-level education .06  (.88)  
 Female -.02  (-.49)  
 Intercept -1.02  (-15.86) ** 
     
Wald χ2 603.34 ** 
**p < .01 (two-tailed). 
* p< .05 (two-tailed).  
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